Velame (XV Number 20 


July 15, 1939 














EVERIT B. TERHUNE, 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


- RAYMOND L. FITZGERALD, 
Managing Editor 


JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


RUTH HARRINGTON, Fashion Editor 


ELEANOR M. RUTLEDGE 
Associate Fashion Editor 


HERBERT B. GOODRIDGE 
Make-Up Editor 


JOHN F. W. ANDERSON, Research Editor 


L. W. MOFFETT, Washington Editor 
1061 National Press Bidg., Washington, D. C. 


Editorial and Executive Offices 
239 West 39th Street 
New York, N. Y. 


Publication Office 


RAYMOND H. GOODRIDGE, News Editor 


Chestnut and 56th Streets, Philadelphia, la. 











O- 








Owned and Published by 


CHILTON COMPANY 
Incorporated 


239 West 39th Street, New York, N. Y. 


OFFICERS AND DIRECTORS 


Cc. A. MUSSELMAN, President 


FRITZ J. FRANK 
Executive Vice-President 


FREDERIC C. STEVENS, Vice-President 
JOSEPH HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JOHN H. VAN DEVENTER 
JULIAN CHASE 
THOMAS L. KANE 
CHARLES 8. BAUR 
G. CARROLL BUZBY 
P. M. FAHRENDORF 











Chestnut and 56th Streets, Philadelphia, Pa. 


Voice of the Trade 

Beauty and Variety in Fall Evening Shoes 
Ultra Modern Hahn Store Replaces Landmark 
Experts Forecast New Display Trends 
Current Ads Stress Summer Casuals 

The Editor's Outlook 

Opened His Store as Banks Closed 

O.P.L. (Other People’s Ideas) 

New Light on the P.M. Problem 


Shoe News 


Copyright 1939 by Chilton Company (ineerperated) 











ADVERTISING STAFF 

















E. B. TERHUNE, JR., SAMUEL R. L. F. DUTTON, GORDON SCOTT, 
FOGEL, 239 West 39th St., New E. P. LINGHAM, FREDERICK 
York, N. Y. Telephone: Penn- A. RUSSELL, 140 Federal St., 
sylvania 6-1100. Boston, Mass. Telephone: Liberty 

4460. 


H. WALTER SCOTT, Chestnut & 
56th Sts., Philadelphia, Pa. Tele- 
phone: Sherwood 1424. 


B. C. BOWEN, 209 8S. State St., 
anes, Ill. Telephone: Wabash 
8058. 


HUGH M. BOWEN, 1627 Locust 8t., HARRY R. TPRHUNE, 201 Oceano 
St. Louis, Mo. Telephone: Gar- Drive, Los Angeles, Calif. Tele- 
field 3347. phone: W.L.A. 36270. 


Member, Audit Bureau of Circulations, Associated Business 
Papers, Published every Saturday. Subscription Price: United 


States and Possessions, Mexico, Cuba, Canada, $3.00. Foreign, 
$10.00 a year. Single copy 25 cents. 

















BOOT ann SHOE RECORDER, July 15, 1939 


RISING 


on the 


HORIZON 


(GLAZED KID is spot news today. Women have de- 


manded it more and more urgently in retail stores because they like 
glazed kid. They like its cool, crisp sheen, the trim small look it gives 
their feet, the light, easy feel in wearing. They like the supple pliance 
that makes it possible to manipulate kidskin into pleats and tucks and 
dressmaker patterns which harmonize with their costumes. Manufac- 
turers are answering these calls with glazed kid shoes in dark smooth 
colors to wear all day, with evening shoes in melting colors. Retailers 
are featuring kidskin insistently. When the kid has a superfine grain, 
a gem-smooth surface, and distinguished color, it is undoubtedly New 


Castle’s kidskin, America’s finest. 


\F lew Crstle os Allied (Xd din, 


100 Gold chireet, Yew Qork City 
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A RECENT speaker gave definition 

to the following: 

SOCIALISM—You have two cows, you 
give one to your neighbor. 

COMMUNISM—You have two cows, you 
give both to the Government and the 
Government gives you the milk. 





FASCISM—You keep the cows and give 
the milk to the Government and the 
Government gives part of the milk to 
you. 

NAZIISM—The government shoots you 
and takes both cows. 


NEW DEALISM—The Government shoots 
one cow, milks the other and throws the 
milk down the sewer. 


CAPITALISM—You sell one cow and 
buy a bull. 


* * * 
CHARLES HENRY BROWN, “the 
fitting disciple,” writes: 

“Can you name any one or com- 
bination of three or four problems 
in the retailing of shoes that is one- 
tenth as important as correct fit? 
Style, merchandising, promotion 
talk—talk—that is all you hear. 
Does anyone still think of the in- 
human tortures and misery inflicted 


on the public- because smart men 
are indifferent to correct fit? 

“Why am I so up in the air? In 
the following stores (and he enu- 
merates fourteen famous names) 
there were three or four ‘toe-sticks’ 
kicking around the floor. In some 
cases there were only one or two 
decent measuring devices for a crew 
of twenty to fifty so-called ‘fitters.’ 
What is the answer I get from the 
men in charge? ‘Oh, we've tried 
different measures but the boys 
don’t use them.” 

“Who runs these stores, ‘the boys’ 
or the managers? When the street 
cleaning department buys improved 
brushes the street sweepers use them 
or else. When the W.P.A. buys 
shovels the men use them to sit on, 
at least. 

“The only solution to this de- 


grading situation is ‘turpentine 
under the tail’—and that is where 
you come in. Right now the shoe 
industry is ‘talking’ about pulling 
themselves out of the most asinine 


(11) 
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style debacle in modern history- 
the open-toe, open-heel atrocity. 
“What is going to happen when 
Mr. Shoe Fitter takes off one of 
those torn up phone books and 
looks at the size? In the first place 
the size stamped on the inside of 





‘it’ has no relation to shoe sizes be- 
cause of the special last modeling. 
In the second place it had to be 
misfitted to sell it. And, in the third 
place the woman’s foot, after a few 
months pounding the pavement 
practically barefooted is an entirely 
different length, width and thick- 
ness than it was before. 

“What is the size marking going 
to tell him? Nothing! In fact, less 
than nothing. It will be misleading. 
If he uses the antique toe-stick (in 
a store with stream-lined furniture, 
modern front, escalators, modernis- 
tic window trim) he will get some- 
thing—but meaningless. If the wom- 
en’s feet have spread—and they 
have—they have stretched from heel- 
to-ball. If anything, the toes have 
shrunk by being pushed back.” 





A. M. BAKER, of the J. B. Shoe 
Company, Montgomery, Ala., 
writes: 


“It is becoming more evident daily 
that customers are willing to pay a price 
for what they want and clearance mer- 
chandise does not seem to be what the 
majority of customers want. 

“The so called sample shoe store is a 
menace to every good store in the com- 
munity as it is constantly giving the cus- 
tomer the impression that he or she is 
paying too much for standard nationally 
advertised shoes. Therefore, I would defi- 
nitely say that the solution to the problem 
is not to sell these shoes to people who 
supply these so called sample stores. 
Naturally you cannot expect the manu- 
facturer to allow you to return merchan- 
dise at the end of the season. However, 
a plan similar to the handbag plan should 
help, providing the retailer can get any- 
where near a fair price for the merchan- 
dise. 

“Personally I think one of the best 
solutions to the problem is that each in- 
dividual store buy fewer styles and more 
sizes in good looking, sensible, well-fitting 
shoes and in that way each store will have 
a minimum amount of ‘clearance merchan- 
dise.’ Whenever a retailer places an order 
for 12, 18 or 24 pairs of a fancy pattern 
in two or three colors or combinations 
and does this with two or three shoes out 
of every line that he buys he is inviting 
disaster because he will have a store full 
of odds and ends after two or three weeks 
selling. 


‘ 


“We merchants are to blame for most 
of the evil that exists in our business 
today. ° First, most of us do not give 
enough thought into planning a season’s 
purchases and second, most of us too 
readily buy a few pairs of every pretty 
shoe that is shown us. Third, most of 
us are too willing to find an excuse for a 
sale whenever business slows up for a 
week or two. If we would only realize 
that sales would mean something and ac- 
tually move merchandise if they were held 
up and really played in a big way once 
each season it would help our clearance 
problem tremendously as we could ac- 
tually move clearance type of shoes. 

“Today most shoes are more or less 
beautiful and if we can get our buyers 
to realizing the evils of small size runs 
in many patterns and if we can get the 
manufacturers to give a little more 
thought to the fitting and comfort of the 
shoes they build we believe that an asso- 
ciation to dispose of clearance shoes could 
sell these shoes at a fair price because the 
shoes accumulated over the country would 
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CHEER UP! 


bee 


—The Brookmire Counselor, to 
which we subscribe and which we 
hold in high regard, says in a re- 
cent bulletin: 

—"No better evidence of a driving urge 
on the part of business to steam 
ahead could be desired than that 
given by current statistics. Note just 
a few: Carloadings rise to the year's 
highest . . . gains in Electric Power 
output bring it in sight of new rec- 
ords . . . weekly steel rate performs 
the feat of reapproaching the peck 
that customarily comes in March... 
brass mills boost schedules to the 
highest in 18 months . . . Mail Order 
sales soar to all time highs . . . Or- 
ders score gains on a wide front, 
including Electric Appliances, Shoes, 
Copper, Lead, Zinc, Lumber." 


—All of which sounds hopeful to 
say the least. 

—I know how “out of fashion” it is 
to be an optimist these days and 
I'll admit there is “the other 
side of the picture" which is defi- 
nitely disturbing to those of. us 
who understand the dangers of 
international explosives— 

—But the things we worry most 
about don't usually happen. 

—So let's concentrate on the cheer- 
ful phases of the situation during 
these hot Summer days. 


ae a 


President 








not be anywhere near as large in quantity 
as each store would have fewer pairs of 
shoes to sell to this association and the 
style shoes that would be available for 
sale would be shoes that would bring a 
good price comparatively speaking.” 

2 2 om 


THE Lynn Shoe School issued 
certificates to 399 students who 
completed their courses in shoe- 
making, shoe merchandising and 
general trade practices. The class in 
shoe merchandising, which is new, 
relates to the wholesale and retail 
distribution of footwear. A number 
who took the course are now with 


firms east and west, one going to 
the Pacific coast. The class of 1939 
was the largest to graduate from the 
school. 

D. Lazar, and his son, Walter— 
shoe men from South Africa—were 
in Lynn, recently, looking up old 
acquaintances of the staff of A. E. 
Little & Company for whom the 
Lazars once were agents in Cape 
Town. They now make shoes and 
sell them in their own stores. They 
visited the Lynn Shoe School on this 
trip and Walter registered as a 


student for the next term. 
e s te 


IPENN-TRAFFIC COMPANY of 
Johnstown, Pa., writes: 

“We agree to the fullest extent 
with the trend of thought in your 
editorial. Our policy insists on all 
orders being officially confirmed— 
and if shipped as specified, no can- 


cellations are permitted.” 
- a ae 


J. A. HALL is a giant in two 
ways—in size and in great good 
humor; and typical of the man 
power of the International Shoe 
Company. Operating out of Bur- 
lington, N. C., 14 miles east of 
Greensboro, for the past thirty 
years, he has represented the Rob- 
erts, Johnson & Rand branch, and 


during that span of years his sales 
total is $17,000,000 in 23 counties 
of that rich Piedmont section of 
the Tar-Heel State. That’s tops! 
And some record! Also owns sev- 
eral shoe stores. Son, Junior, 
covers the eastern seaboard of 
North Carolina. A worthy son of a 
worthy father! 
& t af 
EDWARD C. COHEN, president 
of Edward C. Cohen, Inc., located 
with Bonwit Teller, New York. 
covers his employees with a combi- 
nation policy of Group Life Insur- 
ance providing for $1,000 mini- 
mum, increasing each year with 
continued service up to a maximum 


of $2,500. Each employee is cov- 
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ered for sickness and accident ben- 
efits from a minimum of 50 per 
cent of their earnings up to 75 per 
cent, with a maximum of $40.00 a 
week. In addition, surgical fee ben- 
efits are provided up to a maximum 
of $150 for any one surgical oper- 
ation. 

This plan has been arranged by 
Edward C. Cohen to give employees 
a more adequate protection. 


at * % 
WHEN white shoes are purchased, 
then comes the upkeep—because no 
white shoe is white long without the 
use of cleaner. Merchants 
everywhere should use the slogan 
“Keep White Shoes White.” People 
are on the move this Summer and 
that necessitates carrying polishes 
along, because shoe shining places 
are few and far between. And an 
idea can be had by dropping a post- 
card to Hecker Products Corpora- 
tion, Advertising Department, 88 
Lexington Avenue, New York City, 
stating that you want the Shinola 
White Cleaner package top form 
it dramatizes the sale. 

t tt cs 
W.. H. BURGER, popular United 
Last Company representative and 
style man from New York, on one of 
his regular mid-western trips, said 
(when in St. Louis): “There are 
bright prospects of busy days ahead 
for the industry in general, with 
special emphasis placed on new 
styles and lines in wood for the 
season ahead.” 

te a ab 
FLORENCE L. LUMAN, educa- 
tional director of The White House 
in San Francisco, Calif., said at the 
N.R.D.G.A. convention: 

“We announced a ‘Good Taste 
contest, with cash prizes for the 
winners. The contest was open to 
every woman in the store. All the 
contestants had to do was decide 
what type of outfit suited their per- 
sonalities best, then go through our 
stocks and select anything they 
cared to wear so long as the com- 
pleted ensemble was in good taste. 
It was announced that the winners 
would be selected by popular ap- 
plause, recorded on an applause ma- 
chine. Never before have we known 
such buzzing, such interest, such 
whispering of secrets.” 


some 


C. W. BURLEY, retail shoe mer- 
chant of New Kensington, Pa., 
says: 

“The subject matter of the en- 
closed clipping from the Pittsburgh 
Cazette-Times seems to fit the shoe 
business so neatly that I must send 
it to you.” 


The clipping, a column headed 
“Shopping With Polly,” reads: 
“Nothing makes us madder than 
that custom of displaying Summer 
clothes in April—so that by the 
time the hot weather really comes, 
the shops are out of everything. 
You go in on a sweltering day and 
ask for a sheer—and they offer 
you ski clothes. You find a sweet 
little gingham you want, and ask 
for your size—but they're not hav- 
ing any, because the manufacturers 
are showing woolens now! June in 
January, January in June—when 
will this fool thing end?” 

Merchant Burley consoles him- 
self, however, by pointing out that 
at least “someone is responsible 


for the shoe business returning to 
a foot-fitting profession.” Whites 
m Summer, browns for Fall, -black 
for Winter—fitting all. 


a * we 


THE U. S. Marine Corps has 
awarded a $137,227 contract to the 
Joseph M. Herman Shoe Company, 
Boston, for an undisclosed number 
of shoes, according to the report of 
government contracts issued by the 
Labor Department’s Public Con- 
tracts Division, for the week ended 
June 24. The contract for shoes 
calls for delivery in December, 1940. 


e tt * 


**(ORRECT footwear is a very 
important factor in normal healthy 
growth of the spine; and a straight 
spine is the best health insurance,” 
declared Dr. Richard C. Martin- 
dale of Providence, R. 1., at the 
annual convention of the New 
Hampshire Osteopathic Society at 
Manchester, N. H. 

“People today,” he said, “seem 
to think that feet should be made 
to fit the shoes, rather than shoes 
to fit the feet.” He further em- 
phasized that moderns fail to walk 
enough and that “a lot of later-life 
vilments could be avoided if cor- 
rect posture were emphasized in 


childhood.” 
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"Says he's allergic to leather." 































































BEAUTY and 


THE five early models of Winter evening slippers 
on these pages typify certain trends in materials 
and patterns which are expected to carry through 
the season. Many lines are still in the process of 
preparation but the fore-handed manufacturers 
represented here have given us a preview of the 
coming styles. 

In materials, brocades, satins, kidskin, and mesh 
and similar weaves will all be important. Two 
other leading materials—not shown here—should 
also be included in any well-balanced stock. Faille 
is one of these and promises to be exceedingly 
popular for cocktail and dinner shoes. Moiré, less 
important, is receiving more attention than usual. 
Elasticized faille is a new development this sea- 
son—shown first in street shoes—and offers possi- 
bilities for new designs and treatments in glove- 
fitting silhouettes. It is usually combined with 
suede for more informal evening wear. 

The use of wide bands of decorative goring 
gold, silver and brocade—is carrying over into 
Fall and is another material which favors simple 
molded outlines. The wide strips wrapping the 
foot and ankle are very suggestive of the classical 
sandal and a perfect complement to draped classic 
evening dresses, so popular always with Alix. 

Other elasticized materials new on the market 
are a brocade mesh and satin. The latter has just 
been successfully elasticized after months of ex- 
periment and the first samples in shoes should be 
on the market by the time this article is in print. 

Even without the elasticized backing, satin is, of 
course, very popular, especially in black and in 
white for dyeing. Many women this past season 
have been matching their slippers to the color of 
their gowns and it is very probable that they will 
continue to do so, following the trend to tone- 


Above—Reading from top to bottom: 
Gold brocade sandal with gold kid trim 
and butterfly. Tupper Preview. Cro- 
chet weave in white setin and gold kid. 
A “Lafeyette” by Brker & Friedman. 
Classic type in draped silver kid. Brauer 


Bros. 





















VARIETY in Fall EVENING SANDALS 


Luxurious Materials, Lovely Colors and Unusual Treat- 
ments Seen in First Fall Models. Elasticized Materials 
and Goring Have Important Place in the Style Picture. 


on-tone and some monotone coordination. Smart 
Parisians are matching day-time shoes to dresses in 
Summer ensembles and using contrasts in other acces- 
sories. 

There are many white brocades also which may be 
dyed to match the dress. In colored brocades and 
paisleys there are unusual new shades and combinations 
which are very lovely, rich and luxurious looking. 
Many of these will be used in evening bags as well. 
Nearly all of these are imported, but there are a few 
beautiful domestic ones. Among the imports, designs 
include a copy of a fourteenth century Turkish idea 
depicting men and animals, and another which is 
traceable to both Chinese and Italian inspirations. 
Stripes are also being sampled in a limited way. They 
require careful handling, but can be made into a very 
beautiful and striking shoe. 


Right — Reading top to bottom: 
Two pa‘terns for cocktail or din- 
ing. Black satin with wide band 
of gold goring from Pa'ter De- 
Liso. Back satin with touches of 
gold kid in opened-up vamp and 
rosette of grosgrain ribbon. Stone 
Shoe Co. 


The big place always occupied by kidskin—both 
gold and silver—includes both all-over kidskin sandals 
and kidskin combined with various fabrics. With mesh, 
kidskin is the usual binding and edging material. 
There are a number of interesting meshes on the mar- 
ket. One leading manufacturer has it with rows of 
large holes alternating with finer openings. It has 
been made into shoes with strippings of gold or sil- 
ver kid run through the larger openings like a lingerie 
ribbon and is very rich and effective. Other very open 
effects have been achieved by other processes. On these 
pages we show a crochet weave. One very smart cock- 
tail shoe has been made of black satin with lace mesh 
laid over it. 

Although it may be a little early to say much about 
patterns, we must note that the very open-toed draped 

. [TURN TO PAGE 25, PLEASE] 





ULTRA-MODERN HAHN STORE 


Completely air-conditioned, the 

first floor of this new store is 

finished in light primavera 

wood. Corners are eliminated 

with a curved design carried 

out in ceiling, display units and 
furniture. 


AN ultra-modern, highly functional, and remarkably lovely new sho« 
store was opened early in June by William Hahn and Company at the 
corner of K and 7th Streets, N. W., Washington, D. C., on the site wher: 
this 63-year-old firm had been in business over 40 years. The new build 
ing replaces a structure which was destroyed by fire about two years agu 

Just as the four-story red brick building on this corner had carried a 
clock by which Washingtonians set their watches and got to work, so th: 
new building has a clock in the front facade. This new clock is just as 
modern as the rest of the building, being one of those streamlined electri: 
models with Neon-lit hands which is visible for blocks. 

Hahn’s, one of Washington’s oldest and most respected business firm: 
now operates six stores in Washington and another in Baltimore, Md 
Two others of the Washington stores, in addition to that on K and 7th 
Streets, have opened with new homes this year, the other new storc- 
being the Women’s Florsheim Shop, 1348 G Street, N. W., adjoining th: 
Men’s Florsheim Shop; and Hahn’s at 4483 Connecticut Avenue, N. W 








The other two new stores are attractive and interesting. 
but to Washingtonians, the new store at the old corner 
holds the center of attention. 

Proof of the popularity of this firm in the city was 
given in abundant evidence on the opening of the store 
when city officials, leaders in social, civic, and business 
fields, and a vast number of general citizens flocked to 
see the new store and to congratulate the owners and 
personnel. 

This new shoe store was designed by Porter and 
Lockie, Washington architects, and built by Charles 
Tompkins Company, local contractors. 

The ultra-modern structure is of the latest fire-proof 


The well known clock in the tower 

of the old store has been replaced in 

the new building by a modern stream- 

lined electric timepiece, illuminated 
at night by Neon light. 





construction, and is air-conditioned throughout. The 
first floor is finished in light primavera hardwood 
under plans drawn and executed by Pearl and Boris 
of New York, who designed the entire interior. The 
furniture which is modern in line and material is also 
utile in addition to being very attractive. Extreme 
lines have given way to slightly more graceful furnish- 
ings with a resultant effectiveness quite satisfactory to 
those who use the chairs, display cases, etc. Circular 
effects have been achieved through the use of semi- 
circular display cases for accessories in the space be- 


* tween the entrance doors from the two streets that 


[TURN TO PAGE 33, PLEASE] 


Sixty-Three-Year-Old Washington Shoe Firm Occupies New Home 


On the Site of Building Destroyed by Fire Two Years Ago. Well 


Krown Clock Has 


Place On New Building As On Olid 


REPLACES LANDMARK 
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“Color Fan” of the New York 
W orld’s Fair, showing the color 
scheme for the var ous areas 
and ones, aid the effective 
blending of Colors which sug- 
gests interesting ideas for win- 
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LIGHT, color and architecture are destined to play 
even more important roles than heretofore in the dis- 
plays of the future, according to Dana O’Clare, display 
director for Lord & Taylor, Fifth Avenue, a featured 
speaker on the program of the 42d annual convention 
of the International Association of Display Men, held 
recently in New York. As the executive directly re- 
sponsible for the creation of visual merchandise pro- 
motions for an establishment whose novel and unusual 
window displays have been acclaimed the country over, 
Mr. O’Clare is qualified to speak with authority on any 
phase of this subject. 

Predicting that windows of the future will be open 
“as to space and much higher and deeper in effect, Mr. 





“ 


EXPERTS FORECAST 
NEW DISPLAY TRENDS 






by BR. E. ANDRUSS 


O’Clare cited the architecture of the New York World’s 
Fair as an example. Not only the Trylon, but the build- 
ings at the fair give one the feeling of “reaching up,” 
he pointed out. Free use of color will be another im- 
portant influence, and here the role of lighting will be 
of the greatest significance. Wood, lucite, glass and 
cristaplem are among the materials that will command 
consideration in planning and designing the windows 
of tomorrow. 

Great strides are being made, Mr. O’Clare indicated 
in developing new technique, as well as new material- 
for use in the windows of tomorrow. One very abl: 
display designer, for example, has made rapid stride- 
in the use of fluorescent lights, and an electrical firm 
















oo een 2 Oe meen a ee ee a ae es 





BOOT anp SHOE RECORDER, July 15, 1939 


Light, Color and Space to Be Important Factors in Windows of To- 


morrow, International Association of Display Men Hear at Convention. 


Lessons to Be Learned in New Uses of Color and Lighting as Exempli- 
fied at the New York World’s Fair and Their Practical Application. 


has developed a sphere shaped housing for spotlights. 
Instead of being purely functional, the spotlight thus 
becomes decorative to the extent that flowers and 
jewelry can be draped on it, making it a part of the 
display. Other display experts emphasized color and 
the important part it plays in the planning of suitable 
backgrounds for merchandise displays. 

In the office of the Board of Design of the New York 
World’s Fair hangs a map of the Fair on which are 
pasted numerous triangular “chips” of color set in a 
fan-like pattern radiating from the off-white Trylon 
and Perisphere. Pale in tone near the white theme 
center, they grow deeper and stronger as they get fur- 
ther away, until, at the edge of the fan, there is a rim 
of dark, warm reds blending to red violet, to deep 
blue along Rainbow Avenue. 

In each of the several radiating sets of “chips” there 
are four tints or tones—Pale (or pastel), light, medium 
and dark. On the left, centered on the Avenue of 
Patriots, is lemon to yellow, ending in deep gold at 
Bowling Green. Adjoining is a sequence of cream to 
orange. In the center along Constitution Mall is peach 
to red orange, meeting the burgundy on Rainbow Ave- 
nue. To the right, along the Avenue of Pioneers, is 
light blue to ultramarine, and finally cerulean blue to 
a deep tone of the same color. 


Strikingly beautiful is 


On the other side of the Theme Center is a grey 
zone, and back of that the transportation area pick up 
the yellows, reds and blues to complete the color circle. 
While the predominating color of a building is deter- 
mined by the color zone it is in and the distance from 
the Theme Center, there is plenty of blending and 
accenting color to prevent monotony. For today this 
prismic or rainbow color scheme, the result of two 
years study, is a bright reality, a panorama of color 
relieved by considerable areas of off-white and the 
restful green of the many trees and grass plots through- 
out the grounds. 

Architecturally, the Fair is “flat,” consisting largely 
of one-storied structures in direct contrast to the sky- 
scrapers of neighboring Manhattan. Some of these 
“low” buildings may be as high as a four- or five-story 
building, but they are literally one-storied, and their 
large area and architectural lines combine to give that 
“low” appearance. In the Fair-built buildings there 
are no windows, except for the entrance halls. Vir- 
tually all are artificially illuminated and ventilated. The 
result is long, low lines with occasional tall pylons to 
give accent; acres of color on the great spreading wall 
surfaces; expanses of solid colors relieved by murals 
on the facade (front or chief surface) of the buildings. 

[TURN TO PAGE 36, PLEASE] 
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CURRENT SHOE ADS 





More Merchants, Apparently, Are Coming to Realize 


That the Profit End of the Summer Shoe Business Is to Be 
















Found in Vacation Footwear and Sports Types for Out- 









A multitude of tiny rubber squeegees on the 
soles of these special A & F Topsider yachting 
shoes keep you in good standing anywhere... 









door Activities. Shoes Appropriate for Travel and Infor- 







mal Wear Play Important Role in This Year's Summer 


Promotions, Due to the Influence of Two World's Fairs 







and the Fact That Styles in Casual Footwear of This Class 


Are More Numerous and Attractive Than Ever Before 



















VACATION, travel and outdoor activities dominate the present pro- 
motional activities of retail shoe stores, and doubtless will continue to 
do so for the remainder of this month and the early weeks of August. 
True, many stores at the moment are running clearance sales and de- 
voting a large part of their advertising budget to telling the public 
what attractive values they are offering. But more and more merchants 


O'CONNOR & GOLDBERE 


hite foot weat 














seem to be coming around to the opinion that sales, if they must be 
held, are to be regarded in the light of a necessary evil, and that they 
must look elsewhere for Summer profits. 

And what more natural place to look than the wide and promising 
field of Summer sports and casual footwear? This year of all years a 
harvest should be reaped by the stores that have resolved to cultivate 
the sport shoe field intelligently and persistently. By sport shoes, in 
this sense, we mean not only active sports footwear and the classifica- 
tion that has come to be generally known as spectator shoes, but all 
sorts of casual outdoor and travel footwear adapted for informal wear 
during the warm weather season. This makes a wide variety of styles 
for various occasions and for men, women and children. 

So much promotional emphasis has been placed on the two World’s 
Fairs that one almost hesitates to refer to their influence as a factor 
in promoting the sale of these casual types of shoes. And yet, how can 





superb “ pling / 


ALL. WHITE and 
BROWN and WHITE 
COMBINATIONS also 

BUCKSKIN, KID 

and LINEN .... 


$ §75 
They're 
De Liso Debs 


SHOES ALIVE WITH YOUTH 


These De Liso Debs have been espe 

cially designed to correctly complemen: 

daytime and playtime clothes and th 

more sophesticated netht trme [rock 

Their fitting vies with their beauty 2: 

you Wl disrover when you slip imto 4 pe 
+ 


they be overlooked when unquestionably they are the dominating in- 
terest of so many thousands of shoe customers as they plan their Sum- 
mer holidays? Everybody isn’t going to the fairs, of course, but on 
the other hand the fairs are unquestionably stimulating Summer travel 
in a multitude of ways. so that in one way or another they will tend 


Lojey the comvenenees of an OG charge accoant if you live in oe cat of Chivers 


THE 0-G COSTUME BOOTERY 


AT 23 MADISON, EAST 
Albeo availabe o{ 208 Seoth State Brees 
ond 4616 Sheridan Read, acer Witeon Ave. 
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STRESS 


SUMMER CASUTALS 














119 GRANT AVENUE 

















RUPP & TUPPLYS“.. 


“Leisure-time” Footwear 


--for Father's Day Gifts! 
«for Your Summer Fun! 
Pe 
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to influence the plans of thousands of people who may never visit them. 
They have been responsible, directly or indirectly, for reductions in 
railway fares that will tend greatly to increase travel and for the an- 
nouncement of any number of excursions, cruises and popular trips of 
one kind or another, all of which will tend to create a need for Summer 
clothes and Summer shoes. 


BBUT assume for a moment that the influence of the fairs could be dis- 
regarded completely, what then? The fact remains that this is becom- 
ing more and more every year a sports-minded country and that each 
Summer a greater number of Americans are becoming travel-con- 
scious. These are facts that must be reckoned with and factors that are 
all to the good from the standpoint of the retailer who is out to in- 
crease, not only his unit sales, but also the profits he will be able to 
show for his Summer selling efforts. 

All of which being fairly obvious to the thoughtful shoe merchan- 
diser, whether his main interest lies in women’s, men’s or juvenile foot- 
wear, what is the moral or conclusion to be drawn from the facts as 
outlined? In the first place, if you are planning a sale, plan to make 
it a short clearance and a merry one. Do a real promotional job, ad- 
vertise freely, plan some strong clearance window displays. Move the 
merchandise and move it quickly; don’t let your sale drag on inter. 
minably to the exclusion of other selling efforts, through the Summer. 
The minute it begins to show signs of losing its initial sales punch, call 
off the store-wide clearance or [TURN TO PAGE 36, PLEASE] 
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OUTLOOM 


Don’t Spare the Rod! 


SPARE the rod and spoil the child! In any large 
family there is the possibility of one boy becoming the 
black sheep—but that’s no reason why we should label 
the whole family corrupt. ~ 

In a way, this shoe business of ours is a large family, 
engaged in the making and distribution of footwear— 
an article needing more skill and application than any 
other wearable. 

When that black sheep does something that fouls 
the family, it is time for the rod. Up to now all the 
other. members of the family have been so busy trying 
to make a living and a profit that they haven’t had time 
to take a good look at this black stain on the family 
escutcheon. 

It is easy to drift along in the hope that things will 
cure themselves by the natural process but somehow the 
drifting policy simply encourages more reprehensible 
bad habits. In fact, the bad boy of industry has en- 
couraged bad companionship to such a degree that un- 
less the turn is called, there is no telling what the end 
may be. 

It is almost unbelievable that of the nineteen actions 
instituted by the United States Department of Justice 
for violations of the Fair Labor Standards Act, that 
eight of these have been brought against members of 
the shoe manufacturing industry. There are 1,080 shoe 
manufacturing establishments in a total of 166,794 
manufacturing establishments in the United States. Shoe 
manufacturers represent approximately one-half of one 
per cent of the total manufacturing in the United States. 
And yet 42 per cent of the violations of the Federal 
Labor Standards Act were cases brought against mem- 
bers of the shoe manufacturing industry. Eight out of 
19 violations—all eight of which were made defendants 
in criminal prosecutions—willful violation or falsifica- 
tion of records were among the charges. 

The record stinks to high heaven! In practically 
every case the charges were failure to pay minimum 
wage; falsification of records to conceal violation; fail- 
ure to keep adequate records; shipments in interstate 
goods manufactured in violation of the law. In every 
case there was a plea of guilty or a decision of the 
Federal judge in a United States Court imposing fines. 

That’s a terrible situation to have in an industry 
which over the centuries earned and deserved the term: 


- 


by ARTHUR BD. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


“The shoe craft, what better craft can be. . . . Ancient, 
honorable, independent, free.” It is even alleged in 
one case that employees were coerced into accepting 
smaller sums than those due and that “settlement re- 
ceipts” were obtained by fraud. 

What a terrible thing! And remember, these 
crimes were committed against the poorest of 
workers—those now supposed to be protected by 
law in the receipt of as small a sum as 25¢ per 
hour. It is time for the shoe trade to have a 
moral rearmament—a return to a code of honesty 
or it will surely destroy itself. It is time for the 
horsewhip of trade opinion to flay these practices 
out of the industry. Unless we look out, these 
violations will increase because, remember, on 
October 24th the minimum wage, applicable 
under the law, is automatically raised to 30¢ an 
hour. There is no question but what the shoe 
industry is on the spot and under the close scru- 
tiny of investigators of Administrator Andrews’ 
staff, backed up by the policing power of the 
Department of Justice. 

On the 25th of this month, the industry committee 
holds its meeting for a consideration of a higher mini- 
mum wage—with every possibility of its being pushed 
above that point. The shoe industry as a whole doesn’t 
stand any too high in hourly wage payments in the 
list of 58 non-durable goods industries. In fact, we are 
in 40th position in average hourly earnings. The shoe- 
maker certainly isn’t getting too much for his skill, 
when you look over the list and see what “the butcher, 
the baker and the candlestick-maker” earn hourly. Then 
to have this indictment for failure to pay the irreducible 
minimum—is much too much for honorable men to 
stomach. 

The industry committee should go to Washington 
on July 25 prepared to eat humble pie, in the light of 
the events that have occurred since the Fair Standards 
Labor Act went into operation in October, 1938. Thes: 

[TURN TO PAGE 39, PLEASE | 
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WINGEOOT 


Primed for Selling’ 


learned that your customers prefer these 
heels to any other rubber heels because 
of their neater appearance, longer wear 
and the reputation for value which the 
name Goodyear carries. 


T’S a simple fact that many manufac- 

turers willingly pay more to give their 
shoes the advantages of the Goodyear 
Custom or Wingfoot* Heel. 


First, they know from their own expe- 
rience, and from the experience of the 
shoe repair trade, that men want shoes 
with rubber heels. 


In addition, these manufacturers have 


THE GREATEST NAME 


So when you find the Goodyear Custom 
or Wingfoot on new shoes in your store, 
it’s a sure sign that those shoes are primed 


for selling! 


*Trade-mark of The Goodyear Tire & Rubber Company 


IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 































EARL A. MILLER 


THE time was March 4, 1933, the day that banks all 
over the country were closed and one of the lowest 
points in this past depression. The place was Balti- 
more, Md., and to make it more interesting, it was 
raining—in fact it was coming down in buckets. This 
sounds like the introduction to a mystery novel but it 
_ was the day that Earl A. Miller chose to open his new 
French, Shriner & Urner men’s shoe store in that city. 

Perhaps he figured that things couldn’t get any worse 
than they were and, as his store was ready anyway, he 


OPENED HIS STORE AS BANKS CLOSED 


Here's « Modern Success Story of a Shoe Store 
That Was Opened on Practically a Shoestring on 
Perhaps What Was One of the Worst Days of the 
Depression and Since Has Grown Into a Healthy 
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This modern fs was 
added by Mr. Miller this 
year. Note the trough ef- 
een Ge Mase 60 ie 
windows. idea has 
a ceggrg At: lige Hw 
in slipper and hosiery bus- 
iness as these items can be 
ode right in front 
without distracting atten- 
tion from the main shoe 


displays. 


and Profitable Business 


might as well open it up. He did, and sold only two 
pairs of shoes that day and did not sell another pair 
until the following Wednesday. However, through a lot 
of effort and much perseverance, he weathered that year 
and subsequent years and today his business runs to 
over $50,000 annually with every promise of continuing 
its gain. 

Mr. Miller started in the shoe business as a bundle 
boy at the French, Shriner & Urner store at 350 Madi- 
son Avenue, New York City. When he was 18 years 
old he became a junior salesman in the company’s store 
at 169 Broadway and in a short time he became the 
highest paid salesman at that time in the company. 

Two years later, when he was 20 years old, he wa: 
appointed manager of the French, Shriner & Urner shoe 
department at Browning King, the youngest manage: 
the company has ever had. Leaving there, he was named 
manager of the new store at 382 Lexington Avenue. 
which position he left to open his own store in Balti 
[TURN TO PAGE 44, PLEASE 
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5 AMONG THE 
4 “* TWENTY REASONS WHY 


a ro-tek-tiv Shoes 


or 
HELP NORMAL FEET GROW NORMALLY... 


9 And are truly 
“The Shoes of Tomorrow—Today” 


is this— 


This photograph of shoes, graduated in size from 5 infants’ 
to 6 girls’, shows you eight modifications—two in each size 
run instead of the usual one—typical of Pro-tek-tiv Shoes. 
They show also the generous amount of room allowed for the 
The wood has been changed in each 
graduation to take care of the actual development and growth 


13 


fifth metatarsal joint. 


Stan is Eo 


+ 
* 
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oe 
* 
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READING, 


of this important joint. 


It is not strange, therefore, that Pro-tek-tiv Shoes have won 


the acclaim, not only of shoe men, but of foot specialists and 


parents. 


Send for our illustrated style book- 
“The Shoes of Tomorrow—Today.” 
will find it profitable reading. 


—Pro-tek-tiv Shoes are 


“The News 


You 4bout Shoes” 


Remember 


CARRIED IN STOCK 


And Are Sold on a Dealer Protection Basis 


PENNSYLVANIA 





Beauty and Variety 
[CONTINUED FROM PAGE 15] 

sandal continues in some lines, also the. 
very “naked” strip sandal. The trend 
to more closed street types is expected 
to have an influence on evening pat- 
terns, however, and one importer of 
brocades expects to sell more of these 
materials for that reason. The beauty 
of brocade cannot be seen to advantage 
in a very open sandal. 

The question of boots is still a very 
debatable one. We can see it only in 
novelty, high style lines, and should ad- 
Vise buying it in only a very limited 
Way for a very limited clientele. 


Canadian Shoe Imports Rise 


MONTREAL, CAN. — Canada imported 
footwear, exclusive of rubber, to the 
value of $339,082 in May, of which 
$218,163 came from the United States 
and $46,583 from Great Britain. In 
the previous month the total was $246,- 
692 and in May last year, $233,904. 
Boots and shoes entered by. tourists 
under the $100 exemption privilege 
were worth $93,804, compared with 
$104,673 in April and $81,538 in May, 
19388. 

Canadian-made leather footwear was 
exported in May to the value of $66,- 
274, in comparison with $32,382 in 


previous month and $64,053 in corre- 
sponding month last year. The amount 
to the United Kingdom was worth 
$25,527 and to Jamaica $24,421. 


Heacox Joins Smith Store 


HARRISBURG, Pa.—A. D. Heacox, con- 
nected with the shoe business for 20 
years, has recently become affiliated 
with the Smith Brothers Shoe Store in 
Harrisburg. 

Mr. Heacox was with the A. Simon 
Company, Altoona, for ten years, and 
was engaged in the promotion of a 
cancellation store in Cleveland, Ohio, 
for a period of five years. 
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‘SHOE MANUFACTURERS 


Over sixty Shoe Manufacturers 
have already adopted BREAST- 
LOCK -HEELS because they 
sometimes save money and al- 
ways eliminate broken heel- 
breastings. 


SHOE SALESMEN. . 


Shoe ae find that shoes 
made wih BREASTLOCK 


EELS, 94 wesiox 90 ell and 





PRODUCTION MEN... 


Production Men find BREAST. 
LOCK HEELS speed up proiuc. 
tion and turn out better quality 
footwear well within cost allow. 
ances. 


RETAILERS 


Retailers like BREASTLOCK 
HEELS because they eliminate 
the greatest single source of com- 
plaints and returns—broken heel- 
breastings. 


f 





STYLE MEN... 


Style Men everywhere find that 
BREASTLOCK HEELS enable 
them to attain new close-coupled 
effects and eliminate the danger 
that comes from using high Cu- 
ban heels. 


CONSUMERS... 


Women who buy shoes made with 
BREASTLOCK HEELS come 
back to your store to buy again 
—not to complain. 
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Print to Fit 


When shoe stores go into the news- 
paper business, that’s news. When 
they combine World’s Fair, shoe style 
and fitting advice with ads of their 
latest model shoes, that’s an excellent 
way to sell shoes and acquaint present 
and prospective customers with the 
features and merchandise of their 
store. 

Hirsch’s Shoe Store, 1009 Spring- 
field Ave., Irvington, New Jersey, 
publishes the Hirsch Herald, a four- 
page tabloid newspaper. 

Printed on regular newspaper stock, 
size 17% inches by 11% inches, it is 
distributed by owner I. Hirsch to the 
store’s regular and possibly future 
customers. 

The latest edition—called the New 
York World’s Fair Edition—is de- 
voted to What to See at the Fair, and 
What Shoes to Wear at the Fair. 

The paper offers goodwill to Hirsch 
Herald readers with suggestions as to 
what to see at the Fair, an article on 
correct fitting of children’s shoes, 
Paris styles and colors, fitting by 
X-Ray, ete. 

The Store justifies this worthwhile 
advice by regular newspaper ads at 
the bottom of each page devoted to 
the selling features of Red Cross, 
Florsheim, Jarman, Wilbur Coon, 
Kedettes, and other brands of shoes 
carried by Hirsch’s. 

A worthwhile idea adaptable to 
other stores and made more econo- 
mical by use of prepared mats and 
reuse of regular newspaper cuts. 


A Showcase on Every Post 


Is there a post located in the cen- 
ter of your doorway before the main 
entrance to your store? 


® 


ps 





by JOUN F. VW. ANDERSON 


The London Character Shoe Store, 
1480 Broadway, New York, has put 
this customary eyesore to practical 
use. 

They have built a glass showcase 
around the four sides of the . post, 
three feet wide, three and a half feet 
high and one foot deep. 

It’s located in an excellent traffic 
spot catching every eye entering the 
store. Consequently it is used to dis- 
play the latest style models—at pres- 
ent leather beach sandals and sport 
socks. 

¢.. 0:6 

“The Happy Medium between Pru- 
dence and Frivolity” 

(R. H. White Co., Boston) 































Shoes You Can Almost Touch 


The W. L. Douglas store on Elm 
Street, Dallas, has an effective display 
of shoes on a stand before the en 
trance—but covered with a cellophane 
bag to prevent soiling. 

The display consists of a base in 
the form of a cylinder one foot in 
diameter and approximately one foot 
high set on a box stand before the 
doorway. A 24 inch vertical rod is 
attached to the back of the cylinder. 
Near the top of the rod, on one side, 
is attached an 8 inch wooden disk, 
painted white. A second such disk is 
placed at a lower level on the other 
side. A pair of the latest model 
shoes are placed on each of these 
disks. A cellophane bag is placed 
over the whole, protecting the shoes 
from the weather and the curious, 
and still permitting them to be seen 
easily and from every angle. 

* af 7 


Shoes on Tips 


A puzzling problem was met in a 
profitable manner by Chester Herold 
of the Herold Shoe Store, San Jose, 
California, a short time ago. Carrying 
a grade of shoes higher priced than 
the average waiter, waitress, or bar- 
ber would ordinarily consider that he 
or she could afford to buy, he asked 
himself the question—why -not con- 
vert my tips into educating them to 
better shoes as well as advertising the 
house? 

He therefore had a rubber stamp 
made up to stamp the following on 
the back of his personal . business 
cards: 

“In appreciation of your services 
this card good for $1 on any $8.50 
shoe or over if presented on or before 
(date) .” 

He had often observed in. restaur. 
ants that few waiters wore the shoes 
he carried on account of their con 















BOOT ann SHOE RECORDER, July 15, 1939 





BEST IDEA OF THE WEEK 
THE CUSTOMER IS 34THS RIGHT 
(Edward H. Ellis, Boulder, Colorado) 


O. P. Ideator—*“Whai is this 34ths letter that you PLEASE DON’T REPLY 
have developed to collect ‘tough’ accounts?” if 

Mr. Ellis—“Ordinary collection letters don’t work You have a good reason for your delay 
with some accounts. It is necessary to shock the NOW IS THE TIME TO DISCUSS IT WITH ME. 
debtor into a new attitude and mood; to arouse his See Ceatieer fo entiiied to © 
curiosity; to discuss the situation in a hard-boiled. Fair Deal from YOU. Don’t kid 
realistic way and possibly, to humor him. The 34th: yourself that you can delay 
letter takes some of the antagonism out of the debtor longer in talking to me. 
by listing defiant and humiliating responses.” THIS IS FINAL NOTICE BEFORE ACTION 


0. P. Ideator—“Tell bout this all-inspi opens 
° . or— iell me more about this all-inspir- “ ‘ 
ing letter.” On the right side of the page: 


REPLY AS REQUESTED (mark with an X) 

Mr. Ellis—“We use a printed form on a standard Please start Suit. 
letter size paper. The figure 34 appears in large I am too busy to Reply. 
bold letters on each corner. I will not pay. 

“Below after blanks for name and address, the I am judgment proof. 
sheet is divided into two parts by perpendicular rules. I am on W.P.A. or Gov't Reliel. 
On one side is a message to the debtor with the credit This should be charged off to Charity. 
bureau man’s signature. The other side of the page I dispute owing the account for the fol- 
and the back are for the delinquent’s reply. As for 


lowing reasons: 
example, on the left side of the page: REMARKS (vivid and potent)” 
“The Jones Shoe Store 


(There is a considerable blank space for remarks) 
Says you owe $14.95 as shown by their books. 
Creditor says you have not been fair. type of letter; has it proved successful?” 
The time has come when you must say to 
Mr. Ellis—“We rate this type of letter very highly 
_ beca (1) It shocks to immediate payment a per 
, use (1) s . 
BOW AND WHEN YOU WILL PAY. centage of debtors against whom, otherwise, suit 
if would have to be brought, and (2) because it effects 
collection with a fair percentage of cases where the 


O. P. Ideator—“That sounds like a very effective 


you dispute 


or 


will not pay 





basis for successful legal action does not exist.” 








ception of the price. Few of them 
realizing that in occupations in which 
you are on your feet a large part of 
the day you need a well made and 
very well fitting shoe. Instead of tip- 
ping in the usual manner, Mr. Herold 
left this card under the plate, the 
idea being to make the waiter a pros- 
pect, educate him in the wearing of 
better shoes, and at the same time 
making a publicity stunt out of it. 
It paid! 


= re 


Personalized Promotion 


The early success of many a store 
is due to a dominant personality or 
closeness to the public. When this 
personality és lost, either through dif- 
ferent management, growth in size, or 
development of so-called efficiency 
operation, the success of the store 
often suffers. Whereas customers 
formerly traded there because of that 
store’s name, they are now price, style 
and comparison conscious. 

A Cleveland department store. 
Wm. Taylor Son & Co., has endeav- 
ered to keep this valuable personal 


touch with their customers through 
their mailing lists. 

Credit manager C. H. Dicken says 
that a weekly, semi-monthly, or 
monthly news letter or folder filled 
with news of the store and the 
period’s outstanding values is of in- 
estimable usefulness to the small or 
large store in keeping charge ac- 
counts active and customers coming 
back again. There is a mine of 
valuable information in any store 
files if properly used. 

Mr. Dicken feels that the field of 
customer control and analysis, the 
solicitation of new accounts, the pro- 
motion of inactive accounts, and the 
study of the active charge customers’ 
purchases compared to her potential 
buyitig power offers possibilities that 
every store, large or small. can 
profitably develop. 


* . 7 


Getting Help from Your 
Customers 


Fryman’s Shoe Store in Petoskey. 
Michigan. buy their next season's 


stock with the aid of their customers. 
They go direct to their clientele and 
ask for information. A circular is 
printed, on which are reproduced 
line cuts of 33 different types of 
shoes, each shoe numbered. A post 
card is enclosed with the mailing of 
the circular. On it the consumer can 
indicate the style shoe they prefer for 
Fall, the heel height, their favorite 
material, and prospective color. A 
consensus of this information is of 
great value to Fryman’s in buying to 
suit their customers’ needs for Fall. 


* * * 


Blowups for Backdrops 


Armstrong’s in Nashville, Tenn., i- 
another store which is taking profit 
able advantage of the national adver- 
tising of their branded lines in con 
sumer and trade magazines. 

They had blowups in color made of 
a recent prominent magazine ad. 
Mounted on stiff white cardboard. 
they make an effective window back- 
ground. Tangible shoes plus pictured 
uses make double sales apeal. 
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D . 
oe YP 1,0 
ke Reessanber when you were a kid and life was a lot less complex 


than it is today? There were a few chores to be done and all day, to do them. 
Remember the favorite trip to the well “to fetch drinking water”; in Summer 
on those bright warm days it was great fun to go to the well by way of 
the far pasture. Of course, it took more time, but time then was not the most 
precious thing in life, and your boyish heart was searching for adventure, as 
you kicked a log or ripped a head from an unsuspecting daisy with a bare, 


but bandaged big toe. Oh yes, it was sunshiny weather, you had lots of time, “y 






and there was no telling what you might find on your way to the well, a 


bluebird at work at its nesting, or a rabbit peering from the 






cover of his warren. Fun, yes, but... 






Are Made @r Lest At The Fitting Steol 


This is the SEAT OF FINAL JUDGMENT, and the destinies of all those who have 
had the shoe which she examines so critically, rest in her \ 
understanding hands of the man who sits at her feet. 
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W hen the weather was bad or on warm days when the swimming 






hole called, there was always the old gravel path that led straight 











to the ; @&d the chore was done in the quickest possible way. 


You’re much old now. Matters are much more complex today. Issues 





are confused by mucMywriffgg and more talking. In this merchandising age, 










with high-sounding phrase&likeXconsumer acceptance”, “dealer franchise” 
and “trade influence” scattered Qbout Qbe landscape, like the daisies in the 


pasture of your boyhood days, one t stil Nbolds 





“THE OLD GRAVEL PATH 1S TWE ICKEST WAY 


TO THE WELL”.... 
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SOMETIMES A “P.M.” IS BEST 









FROM FITTING STOOL 
TO ORTHOPEDIC CLINIC 


Dr. Brennan is not a theoretical foot specialist, but a man who 
earned his foot doctor’s degree the . He started 









by Dr. ROBERT L. BRENNAN 
Los Angeles, California 





Los Angeles, and ranked as a top man in volume, 
P.M.’s sold and the smallest amount of returns. 


Six years at the University of Southern California taking night 
courses gave him his doctor’s degree. He then spent a year in a 
clinie and now, two years on his own. His success in orthopedic 
nee A ap to Se Renee which gave him his knowl- 
edge o 














background 
construction, fitting problems and human 
reactions. 








LET'S concede that a shoe is “out of style” in the 
minds of shoe salesmen fully six months before it is 
out of style in the mind of the wearer. There are so 
many types of shoes, the average run of consumers do 
not really know the new things as readily as many 
suppose. 

As a result, there are a great many P. M.’s in the Hash 
Section that can be sold at full price, if only the shoe 
fitter would study the last carefully, then present the 
shoes to those customers whose feet require shoes of this 
individual type. 

Just what is a “P. M.”? We know, of course, that a 
“P. M.” is the extra commission paid for the selling of 
a slow moving shoe. We know, too, that the shoes 
which carry “P. M.’s” are not inferior in material, in 
workmanship or in style. Many of these “orphans” 
are perfectly good shoes with one exception, the lasts 
over which the shoes were made were faulty or “bug” 
lasts, consequently the shoes do not fit the average foot. 
For a retailer to have two or three pairs, of some fast 
moving lines, remaining in stock involves no serious 
hazard; but he may have a full line of “P. M.” shoes on 
hand, and this is what brings on many of the night- 
mares of modern shoe industry. 


BROADLY speaking, manufacturers make shoes to 
fit the “average foot.” Likewise, approximately 85 per 
cent of the shoe purchasing public has the “average 
foot.” Consequently, we find both manufacturers and 
retailers, from necessity, catering to this “average foot” 
majority. But, what about this small minority group, 
unable to wear an average shoe and suffering all the 
agonies and discomforts which only an ill fitting shoe 
can bring? My contention is, that sametimes a “P. M.” 
is a salvation to the individual with a foot which is 
difficult or impossible to fit with an “average shoe.” I 






further contend that the “P. M.” shoe has a very definite 
place on the shoe market, and that the fitting and selling 
of these shoes can prove very profitable in the final 
analysis. 

Inasmuch as 85 per cent of the people possess an 
“average foot” and are able to be fitted in an “average 
shoe” from regular stock, we need go no further with 
this group. However, there are those individuals who 
tour the city from one Shoe Store to another, unsuc- 
cessfully seeking a shoe which will allow their feet the 
freedom and comfort of their more fortunate “average 
foot” friends. How frequently does the shoe salesman 
hear this lamentable cry from the fairer sex; “I just 
can’t find a shoe which is comfortable!” Even worse, 
are those individuals who stride into the store with that 
aggravatingly defiant attitude, and challenge the sales- 
man: “I know you can’t fit my foot, but show me what 
you have anyway.” If the salesman has only his regular 
stock from which to choose, that may be a challenge 
indeed, for this is one of that small minority group, with 
other than the “average foot,” and they naturally have 
difficulty in being properly fitted in the “average shoe.” 
Many of these individuals pride themselves on their 
inability to be easily or properly fitted in any shoe 
store. In fact, they boast laudibly and long. about 
their particular type of foot. These, are the individuals 
that can be a store’s best boosters or it’s most blatant 
knockers. They try every type of shoe with arch sup- 
ports and without arch supports, health shoes and any- 
thing and everything suggested by friends and relatives. 
Thus, after being treated and mistreated, with all the 
variety of average type shoes, they reluctantly turn to 
professional foot treatment; little realizing that treat- 
ing the foot will bring little relief if the foot remain- 
in an ill fitting shoe. 

[TURN TO PAGE 48, PLEASE | 







BOOT anv SHOE RECORDER, July 15, 1939 [33] 


—Aaity Joys 


Ultra-Modern Hahn Store 
Replaces Landmark 
[CONTINUED FROM PAGE 17] 


form the corner, and also in some of 
the display pieces elsewhere in the 
shop. The arms of the leather-covered 
chairs carry out this same circular 
theme, holding the entire furnishing 
together in a sort of broken line effect. 

Even the boxes of the shoes are 
colored in keeping with the primavera 
tones of the hardwood and labels are 
on paper of the same tints, blending 
with the general fixtures. The dark- 
brown soft, deep rugs are a natural 
setting for the floor. 

The new indirect fluorescent cove 
lighting system, featured at the World’s 
Fair in New York City, has been used 
in decorative effect in the main dis- 
play and sales rooms of the first floor. 
Other lighting fixtures are metallic 
and modernistic, and highly illuminat- 
ing and delightful. 

A feature of the interior is a spe- 
cially designed hand-built display piece, 
circular in shape, which occupies the 
most valuable and important space in 
the store. It centers the large, open 
space which everyone entering the store 
passes. On this special display case, 
in open arrangement are found shoes 
which have been advertised in the 
newspapers and which are being fea- 
tured in the windows. 

There are 45,000 square feet of floor 
space, so planned that there is a de- 
partmentalized arrangement with 
women’s and children’s shops on the 
south and men’s shop on the north. Ac- 
cessories are displayed at the entrance 
to the individual departments and also 
on the northeast sector. A cashier’s 
office projects between the women’s and 
men’s shops, which serves all depart- 
ments. Mirrors in modernistic designs 
of flat glass add grace and charm to 
the interior. 

The second floor of the building 
houses the executive offices for the firm. 
The great amount of light which enters 
the offices is a feature. Of the approxi- 
mately 200 employees of the firm, about 
_% are housed in the new store, with 
many of these in the offices. 

The basement is devoted to store 
rooms for all of the stores operated by 
the firm, and a large force of stockmen 
are kept busy arranging the shoes for 
transportation to the various stores. 
Having the storerooms in one location 
is definitely a move to centralized econ- 
omy and efficiency in restocking the 
different stores. 

The exterior of the building is fin- 
ished with a combination of light tan 
and reddish early mosaic with stain- 
less steel trimmings up to the second 
floor, and with dark marble base. The 





Display 
All Shoe Styles Better 


Whether it is a man’s, woman's or child's shoe, there is a Fairy Form that 
will display it most attractively and most appealingly. 


Fairy Forms show all shoes perfectly—filling out the foreparts, holding 
counters erect and narrowing the quarters to indicate snug ankle fit. In 
strap models, they show the straps in their correct position. 


Because Fairy Forms are light in weight, they have a delicate richness in 
keeping with the daintiest booties, yet they are strong enough to correctly 
form the sturdiest brogans. The great variety of permanent colors in which 
they are available permits a wide range of display effects. 


There is a complete line of Fairy Forms to fill every shoe display need. 
- Let us send you our complete catalog, illustrating and describing all styles 
and models. 


Send the coupon below for complete catalog. 


SHOE FORM CO., Inc. AUBURN, N. Y. 


Shoe Form Co., Inc. Auburn, N. Y. Dept. BS-7 
GENTLEMEN: Please send complete Fairy Form Catalogue. 












A Job with a 
FUTURE 


A job that’s just a week’s work for a week's 
pay is not the kind for a young man who wants 
to build himself a solid future. He belongs in 
a business that knows how to appreciate and 
develop energy and ambition. 




























The 


J.C. PENNEY 
Company 










has a number of openings in various of its 
stores, and every opening represents an 


opportunity for just the right man. Not only 
the opportunity of a lifetime, but FOR a 


lifetime. 









* 
If you are between 21 and 28 years old— 











If you have had experience in selling wearing 
apparel for men, women or children, shoes, 
yard goods, and you LIKE it— 


If your health and disposition are good, and 
you're able and anxious to work hard— 





















If you are free to go wherever you are sent— 









YOU MAY BE ONE OF THE MEN WE WANT. 

















We want men who can and will fit them- 
selves for new responsibilities as they arise 
—forward-looking, confident men who will 
exchange a full measure of service for a 
successful retail career! 
. 
If this interests you, write us about 
yourself—everything that will help 
us judge the kind of man you are. 
Tell us about your business exper- 
ience in full detail. Address your 
letter to Mr. J. D. Keyes, 


The J. C. Penney Co., Ine. 


330 WEST 34TH STREET 
NEW YORK CITY 
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Highlights of New Tax Bill 


Wasuincton—The undistributed profits tax, assailed 
by business and some Congressional members alike as 
a business deterrent but identified until recently as part 
and parcel of what the White House regarded as a 
necessary part of the tax laws, has been thrown out the 
window by Congress which approved in less than five 
days the $1,644,300,000 corporate tax bill. 

As passed and signed by the President, the measure 
will remove the much-criticized undistributed profits 
tax and substitute a flat income rate of 18 per cent on 
corporations having net incomes of more than $25,000 
a year; but the present rates on corporations having 
incomes of less than $25,000 will be retained. Nuisance 
taxes, which were due to expire June 30, and the cor 
poration tax structure, scheduled to expire December 
31, are renewed for another two-year period by the bill. 

The approved tax bill is generally expected to raise 
within $25,000,000 to $30,000,000 of the amount ac. 
cruing annually under the existing law, depending upon 
whether business improves. 

Meanwhile, Senate Majority Leader Barkley pro- 
posed the creation of a joint congressional committee 
whose job would be to study the entire tax structure 
during the recess and to come back next year with the 
idea of revamping the whole structure. 

In addition to killing the last remnant of the contro- 
versial 24 per cent undistributed profits tax, the mea- 
sure makes these changes in the corporation tax struc- 
ture: 

1. Beginning next Jan. 1, corporations can carry 
over their net operating business losses for a two-year 
period; 

2. Corporations can increase but not decrease their 
capital-stock tax valuations for the fiscal years ending 
June 30, 1939, and June 30, 1940. The present law 
permits a new declaration of value by either raising or 
lowering capital stock value for capital-stock tax pur- 
poses for the fiscal year ending June 30, 1941; 

3. While it retains existing rates for corporations 
having incomes of less than $25,000, a safeguard is 
provided to prevent corporations having incomes for 
example of $25,001 from suffering a tax jump of $900 
because of the sharp increase in the rate from 16 to 
18 per cent. 

4. Taxed at a flat rate of 18 per cent regardless of 
the amount of their income will be foreign corporations 
engaged in a trade or business within the United States, 
and mutual investment companies. Foreign corpora- 
tions not engaged in business within the United States 
are taxed at the rates provided for in the present law. 

5. Special treatment accorded corporations in bank- 
ruptcy or receivership, joint stock land banks and 
rental housing corporations because of the undistributed 
profits tax will be abandoned so that they receive the 
same treatment as other corporations; 

6. Except for domestic and foreign personal holding 
[TURN TO PAGE 47, PLEASE] 
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IN THE SHOE TRADE 
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National News 












Fall Shoe Interest Felt in Chicago 










CuHIcaGo, ILL.— Although all white 
shoes continue to top sales volume by 
an overwhelming margin, Chicago shoe 
retailers are already beginning to feel 
interest in late Summer and early Fall 
shoes. During the past two weeks there 
has been a sharp rise in demand for 
black shoes for dress, for town and 
business wear and for travel. These 
earlier demands are _ concentrated 
chiefly on black patent and black calf 
and on patent and elasticized combina- 
tions, particularly in the vamp type 
shoes. A fair proportion of the present 
black sales are in small open toes. 

A number of the stores have also be- 
their black promotions and the 
first week in July saw a number of 
complete black fashion merchandise 
windows. Marshall Field & Company 
started an early black promotion for 
the Staccato room section which read 
“Black as Ebony Keys— Fashion’s 
Down Beat for Town and Travel.” 
Promotion further read “Pert as a 

ckening musical note... 
sealed for town wear, for Summer 
ing on train or plane. They fit 
into a busy, on-the-go pro- 
By all means the smartest ac- 
,, note for cool Summer-black 


















































A window display of black shoes by 
Matson Pirie Scott & Co. to accom- 
the first showing of Fall carried 
m@ promotion “Sophisticated Black in 
itelwenr for elty streets with a 
‘view into Autumn.” 

i ee oe 
; Pp’ areas report that 
business has continued good 


















































Sharp Rise in Demand for Early Fall Shoes During Past Two 
W eeks—W hites Continue in Volume with 20 
to 30 Per Cent Gain Over Last Year 





Dates to Remember 


Golf Tournament and Outing, Shoe 
Club of New York, Fenway Golf 
Club, White Plains, N. Y...July 18, 1939 

Atlanta Shoe and Ready-to-Wear Ex- 
position, Henry Grady Hotel, At- 


aS “Spe July 17, 18, 19, 1939 
Buffalo Shoe Travelers Style Show, 
A Ts Be cccccees August 6, 7, 1939 


Annual Convention, New York State 


and Style Conference for Spring, 

1940. Waldorf-Astoria Hotel, New 

. ae September 18, 19, 1939 
National Industrial Stores Associa- 


tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 
ee, 25, 26, 27, 1939 


Shoe Manufacturers 
E. A. Richardson, ter, Hotel 
New Yorker and Matecsieentn. How 
York City ...December 3, 4, 5, 6, 1939 





throughout the season, with sales in all 
cases surpassing last year’s records by 
from 20 to 30 per cent. Spectator and 
low heel sport shoes have sold exceed- 
ingly well this season, they report. 





Drive for More Independent 
Retailer Members 


Derrorr, Micn. — A membership 
drive has been under way for some 
time on behalf of the Detroit Retail 


Association, with the 


Shoe Dealers’ 
particular objective the enlistment of 
more neighborhood shoe store owners. 
The organization now has enrolled 
practically 100 per cent of the down- 
town merchants, aside from the chain 


stores or departments. Downtown 
members, incidentally, include the large 
department store buyers as well as 
independent store owners. 

Secretary Michael Harris has con- 
tacted every non-member store in the 
city in this membership drive. An in- 
teresting conclusion of the survey is 
that the leading neighborhood stores 
are generally members or willing to 
join the association. 


Brown Shoe Sells 
Dixon Plant 


St. Louis—Brown Shoe Company of 
St. Louis have sold their Dixon plant 
at Dixon, Ill., to the Freeman Shoe 
Corporation, Beloit, Wis. Dixon has 
been the farthest distant of any of the 
Brown Shoe Company’s shoe manufac- 
turing plants and, for this reason, the 
company wished to dispose of it, and 
plans another plant in the St. Louis 
area for the manufacture of shoes 
similar to those now being made in 
Dixon. 

The Freeman Shoe Corporation has 
been operating a sole leather plant in 
Dixon for some time. 

Some of the Brown Shoe Company 
employees will be moved to other 
Brown Shoe Company factories. 








Business Men to Meet 
In Detroit in October 


Detroit, Mico.—The annual conven- 
tion of the National Small Business 
Men’s Association is scheduled to be 
held in Detroit during the month of 
October, definite date to be announced 
later. 
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Current Shoe Ads Stress Summer Casuals 


[CONTINUED FROM PAGE 21] 


gate it to the background, featuring 
only the odds and ends that you must 
clean up now or sacrifice at a loss later 
on. Don’t continue to give away good 
merchandise at profitless prices all 
Summer in store-wide clearance. 

Once you are convinced your sale has 
served its purpose, turn the main cur- 
rent of your promotion back into profit- 
able channels. Even while the clear- 
ance sale is in progress it’s a good idea 
to devote a certain proportion of your 
ad appropriation to vacation shoes and 
Summer casual types. Use the call of 
the outdoors to sell seasonable shoes at 
a profit. Later on, when this demand 
slows up, it will be time to begin pro- 
moting early Fall footwear. But in 
most sections of the country, vacation 
is a subject that is uppermost in the 
minds of the majority of people 
through July and August. Merchants 
who keep that fact before their minds 
will run the best chance of finishing 
up the season with something worth 
while to show for their work. 


CUR SOCKS ARE CLOSED Chg om popes = Ange 






sale 
Volk Bros., Dallas, 





Experts Forecast 
New Display Trends 
[CONTINUED FROM PAGE 19] 


These frequently riotous color splashes 
are generally placed to direct attention 
to the entrance to the building. 

The display man will readily sense 
the similarity between these walls and 
those in the windows and in the store 
on or before which he must install his 
creation of color and design to give 
accent to merchandise displayed. Hence 
the successful use of color by the Fair 
artists becomes a source of practical 
ideas for the handling of color in store 
display. There are two angles to con- 
sider in the adaptation of the World’s 
Fair color plan. First, the monocro- 
matic harmony, made up of tints, 
shades and intensities of the same color. 
For example, a monocromatic harmony 
in blue may be made up of light blue, 
dull blue, dark blue and bright blue. 

In the use of monocromatic har- 
monies (termed “let downs,” by color 
men, referring to the successive light- 
ening of the color from dark to pale 
tones), care must be used to assure 


can get some very interesting effects. 
In a window featuring three types of 
shoes you could use three panels in 
pale, light and medium blue, set at 
intervals against the white background, 
with yellow accents on the blues, 
deeper blue tones for the plateaus set 
before each panel, these to rest on a 
neutral green floor. Thus you would 
have unity with each unit separate and 
distinct. 

As we study the color fan of the 
Fair, the blending of colors is notice- 
ably effective. There is no abrupt line 
between the different color zones; they 
blend together like the colors in the 
spectrum. Yellows blend into the tan 
and rose fields, the rose and reds into 
the blue, and even in the rainbow area 
of intense colors, one finds the white 
French Building, but its red accent is 
the deep red of the rainbow zone. And, 
perhaps, you have noticed that the 
Fair deals principally with the pri- 
mary colors, red, yellow and blue, using 
their softer tones almost entirely where 
large areas are concerned. When 
brought together in display work, care 
must be used to have the intensities of 
the colors equal. Light yellow, light 
rose and light blue used next to each 
other have balance, but if one should be 
a fuller tone the others would suffer. 
For accent you could use on any one 
panel a little deeper shade of the col- 
ors of the other panels—medium yellow 
and blue on tea rose panel, for example. 

What we may expect, if the influence 
of this Fair is felt as that of others in 








BOOT ann SHOE RECORDER, July 15, 1939 


often lately. In McCreery’s (New 
York) newly redecorated store the ceil- 
ing is cream, the walls pale peach with 
shadow boxes in pink and green and 
two large “mural” settings in natural 
colors. The arcade from Fifth Avenue 
has a white ceiling, aqua walls, yellow 
trim and blue, green and peach in the 
shadow boxes above the shelving. The 
fixtures are blonde. Saks 34th Street 
has a monotone blend of rose, rose 
lavender and soft gray in their win- 
dows. Macy’s use pastels in different 
eolors on the walls to divide their 
fashion floors into sections for various 
types of merchandise. The show cases 
are toned in with the wall tones of the 
sections. In the fabric department are 
featured Lagoon pink, Spray white, 
water blue, misty gray and fountain 
yellow, all from the Lagoon, and al! 
familiar pastel shades. The lights in- 
spired Perisphere violet, Netherlands 
pink, Mall green, Motor beige, Petro 
leum blue, these being the noticeabl: 
colors in the evening. A group o 
panels set together included light tone: 
of blue, peach, yellow, green, cream. 
By having a group of interchange- 
able flat panels that can be repainted 
quickly and conveniently most interest- 
ing effects can be obtained at ver) 
small cost. Unquestionably visitors to 
the Fair will return home more color 
minded than ever. They will want color 
in their stores and buildings, just as 
they now want color in their kitchens, 
bathrooms, clothing and shoes. 





To Move Into 
Department Store 


SEATTLE, WASH.—Following a grad- 
ual northward movement of Seattle’s 
business section, Harry Perkins, Inc., 
will move from its Fifth and Union 
store to the shoe section at Best’s, 
August 1. 

“We will remodel the section at Best’s 
so our customers will know we are still 
Harry Perkins,” said Manager Byron 
Wise. “We will move as many of the 
fixtures from our present store as pos- 
sible and will keep the same sales crew 
as we are now using. Ours will be one 
of the first shoe stores in the United 
States run in a department store under 
the shoe store’s name.” 

Mr. Wise gave two reasons for mov- 
ing into the new place: business is 
slowly moving north; the department 
stores have more women’s trade 
volume. 

Harry Perkins, Inc., has been in 
Seattle 25 years, 13 of which have 
been spent at the Fifth and Union 
location. 


Weyenberg Declares Dividend 

MILWAUKEE, Wis.—Directors of the 
Weyenberg Shoe Manufacturing Co. 
have declared a dividend of 25 cents per 
outstan ling 
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Business at Tri-State Shoe 
Mart Totals Quarter Million 


PrttspurcH, Pa.—Members of the Pennsylvania 
Shoe Travelers Association (salesmen living in the 
Pittsburgh area) this week put their fourth annual 
Tri-State Shoe Mart over for a quarter-million dollars 
worth of business in three days. Orders totaling ap- 
proximately $175,000 were placed the opening day, 
July 9. 

Occupying three floors of the Hotel William Penn, 
the mart drew ninety-five manufacturers’ exhibits of 
Fall and Winter lines. More than 2000 Western Penn- 
sylvania, Ohio and West Virginia retailers attended the 
first day, and another 1000 the remaining two days. 
The event closed with a banquet, floor show and dance 
in the hotel’s grand ballroom Tuesday night, July 11. 
As souvenirs the Travelers distributed front-page re- 
prints of a local evening newspaper at the dinner, with 
news stories and pictures of the show. Grand souvenir 
was an RCA portable radio, awarded as a retailers’ 
registration prize. 

According to Travelers President Philip Landish 
(Morse & Rogers Branch, International Shoe Com- 
pany), an indication of optimism on the part of re- 


tailers was notable in greatly increased buying over _ 


the Mart’s 1938 sales. “In dollars and cents,” he de- 
clared, “the business transacted by the various ex- 
hibitors far exceeds the results of last year’s show. . 
The great turnout of these three days indicates retailers 
want these shows and insures their continuance.” 

Best selling shoes from the style standpoint for wo- 
men were far and away the built-up types and side 
gore patterns. Second in popularity were fancy oxford 
patterns. In pumps, a few open toes were shown. 
There were no backless styles, and few of the platforms 
and eccentric heels so popular the last few seasons. 
From the standpoint of materials, in women’s shoes 
suede was ’way ahead, alone or in combination with 
plain leathers. All shoes not of suede were of plain 
leathers with self- or patent-trim. Black emerged un- 
questionably the most popular color with buyers, while 
second and third in appeal were respectively wine and 
port brown. 

Pointing to the wide evidence of the utilitarian in 
women’s shoes, President Landish defined the 1939 
trend as “decidedly toward styled corrective types” 
with manufacturers stressing the ideal combination of 
walking-comfort with style. It is this accession to wo- 
men’s growing demand for “sensible” shoes that are 
also good looking, that Mr. Landish holds largely re- 
sponsible for the Tri-State Mart’s immensely’ satisfying 
success this year, he said. 

Widely leading all other styles in men’s shoes were 
last season’s novel tan with bootmaker’s finish, most 
popular with retailers in the deeper shades but shown 
in everything from lightest tans down. Also showing 
increased popularity was the double sole in sports 

[TURN TO PAGE 39, PLEASE] 











Suede Leathers 
Lead for Fall! 


Your customers will get 
full satisfaction and ser- 
vice from their shoes if 
you sell them 


€~B 


Suede Dressings 


im the 


Cinderella-One and 
Charm Lines 


Liquid suede dressings do a thorough 
job—restore the color as well as re- 
vive the nap. 


Ask Your 
Jobber for 
E & B Suede 
Color Card 


Showing 
New Fall 


Shades! 


For a quick touch-up — E & B 
Suede Compact — with Catalin 
Brush and Suede Stick of the correct 
color. A Popular 25¢ seller. 


EVERETT & BARRON Co. 


Providence, R. I. Toronto, Canada 
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Jan Bata Visits Maryland Factory Site 





Czecho-Slovakian Shoe Magnate Reserved in Discussing Plans 
for American Project, But Indicates 10,000 
May Be Employed Eventually 


BALTIMORE, Mp.—Jan Bata, head of 
one of the largest shoe manufacturing 
organizations in the world, arrived in 
this country on July 5 to inspect his 
first American branch, which is now 
under construction at Belcamp, Har- 
ford County, Md. Mr. Bata is being 
escorted on his inspection trip by John 
Hoza, a director of the company and 
superintendent of the Belecamp plant, 
and John Polasek, construction engi- 
neer, both of whom came from Zlin, in 
the former republic of Czecho-Slo- 
vakia, to get the Maryland plant under 
way. 

Although it was generally believed 
that Mr. Bata’s stay in this country 
would be of only two weeks’ duration, 
yet it was reliably learned that for 
weeks workmen have been busy making 
ready one of the houses on the nearly 
2000 acre tract on the Bush River to 
be occupied by Bata, his wife and their 
four daughters and one son. Mr. Bata 
smilingly admitted that it was difficult 
to raise the necessary cash for his trip 
here with Central European currency 
restrictions being what they are. 

Mr. Bata is quoted as saying: “It is 
hard to say just how many persons 
will be employed at Belcamp, but 10,- 
000 might be about the figure. That 
will depend upon the management and 
upon them will also depend what kind 
of shoes are to be made.” When asked 
if the Maryland factory would require 
local financing, Bata said that it would 
but was unable to say how much would 
be required. 

In response to a question as to 
whether the plant would produce shoes 
to retail in the $2 field, such as the 
Czech plant has been exporting to this 
country, Mr. Bata indicated that the 
type and price would be determined 
only after a careful survey of the needs 
and possibilities of the American 
market. 

Jan Bata is a large, blond, blue-eyed 
man of about 50. He is a stepbrother 
of Thomas Bata, the founder of the 
firm, who was killed in an airplane 
crash in 1982, and he has seen to it that 
all profit-sharing plans and labor poli- 
cies of the firm continued. 

Mr. Bata said that, in spite of ru- 
mors to the contrary, the Bata works 
and business have remained under the 
company’s own management since the 
German occupation of Czecho-Slovakia. 
He denied the report that he had fled 
from Czecho-Slovakia in an airplane 
last Spring, as rumored here. 

“I was traveling in Poland and Ru- 
mania at the time of the occupation,” 
he said, “and I was informed that the 
Germans were interested in having me 

come back and manage the business 
‘ as usual. We conferred and worked 


~~ 


out the arrangements, and I must say 
that they have kept their promises, al- 
though some parts of the arrangement 
have not been completed yet. Yes, I 
think that I have been treated fairly.” 





Jan Bata, head of the Bata organ- 
ization, being interviewed at the 
Waldorf-Astoria in New York on 
a@ previous visit to this country. 


Also working in the development of 
Bata interests on this side of the At- 
lantic is Thomas Bata, the 26-year-old 
son of the founder, who is said to be 
in Chicago and who is expected to visit 
Belecamp soon. Indication of further 
development outside the Nazi realm 
was the recent purchase of a site at 
Belleville, Ont., for a Canadian manu- 
facturing plant and model industrial 
community, to the management of 
which Thomas Bata will devote him- 
self. Jan Bata stated that this will 
be a separate enterprise. 

Work is being rushed by a Balti- 
more contractor day and night on the 
first unit at Beleamp. Nearby, the first 
two houses in what Bata believes will 
ultimately be the American counter- 
part of the community at Zlin, are be- 
ing built by sub-contractors directed by 
Bata engineers. When these sample 
houses are completed and engineers 
check on costs and American construc- 
tion methods, contracts will be awarded 
for thirty single-family and ten double- 
family houses. Nearly a mile and a 
half of streets are being laid to facili- 
tate hauling of materials to the factory 
and dwelling sites and to serve as per- 
manent approaches to the dwellings 
and recreation halls. A small group of 
Czecho-Slovakians are directing opera- 
tions and checking estimates on Ameri- 
can materials and machinery. 

It is estimated that twenty factory 
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units like the one to be completed in 
September will be the goal. These will 
each be 60 by 265 feet and five stories 
and will cluster around Route 40, six 
miles below Aberdeen and facing the 
Bush River. Details for churches, 
schools, parks, hospitals are under con- 
sideration. Very soon the first of a 
hundred of skilled Czecho - Slovakia 
shoe workers will arrive in this coun- 
try to train American shoe workers in 
the Bata methods. Men and women 
skilled in American shoe plant meth- 
ods will not be discriminated against 
it is said, but they will probably hav: 
to learn their jobs all over again. 





Freeman to Step Up 
Production 


Betoir, Wis.— The Freeman Sho: 
Corp. here will step up its daily pro 
duction from 6,990 pairs to more tha: 
10,000 pairs when it begins operation 
about August 20 in the plant former]; 
occupied by the Brown Shoe Co. at 
Dixon, Ill. This plant will be used 
exclusively in the manufacture of the 
$4 line of Freeman shoes: 

Operations are being started at the 
Dixon plant, it was said, because the 
company’s two local plants are operat- 
ing at capacity, and will not be at the 
expense of Beloit operations, it was 
emphasized by R. E. and H. C. Free- 
man, president and vice-president, re- 
spectively, of the Freeman Shoe Corp. 

Freeman’s is employing about 1,000 
persons in its Beloit plants and about 
100 more in the Dixon Cut Sole Co 
factory. Approximately 200 will be 
employed when operations are started 
at the new plant, which number wil! 
eventually be increased to about 500. 

Freeman sales to date in 1939 are 
46,374 pairs more than during the first 
six months of 1938 and production to 
June 30 this year was about 30,000 
pairs ahead of last year at the same 
date. In 1938 the Beloit plants pro- 
duced 1,493,478 pairs of shoes. 

When the $4 line of shoes is put into 
production at Dixon, the $5 line will 
be concentrated in the Mill St. plant 
here and the $6.85 to $8.75 line will be 
produced at Plant No. 2 in Beloit. 





Makes Plea for Later 
Sale Dates 


Detroit, MicH.—A strong plea for 
late sales, rather than sales early in 
the season, was made by David Lieber- 
witz, of David’s Detroit shop, which 
has won fame as “the hole in the wall 
doing a giant’s business.” 

“You never bought an overcoat in 
December at a sale price,” Mr. Lieber- 
witz said, “so why should we have 
sales in June? 

“Personally, I am in favor of selling 
Summer shoes at sale prices -on Auv- 
gust 1 to 15, or perhaps July 15 to 
August 1, if the first date is too late. 
If a man hasn’t any Summer stock 
left by that time to sell off, why, 0 
much the better.” 
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Unique Advertising Boosts 
Hiking Shoe Sales 


Cotorapo Sprincs, CoLo.—Hiking shoes are adver- 
tised in a unique way by the Shields Bootery here. 

Colorado Springs being very much of a tourist town 
during the Summer months, it draws a great deal of 
business from numerous nearby resorts and dude 
ranches. A clever middle-aged woman from Kansas 
who took up residence in one of those resorts several 
years ago got the idea of starting a newspaper in the 
tiny settlement. 

Today that newspaper has become quite a valuable 
publishing property—and, incidentally, a very worth- 
while advertising medium. People staying at the resort 
are isolated, don’t get the outside papers immediately. 
Having time on their hands, they read whatever comes 
to hand in a much more thorough way than usual. 

Seeing the possibilities in the medium from this 
standpoint, Shields Bootery started advertising in it 
regularly—advertising hiking shoes and other types of 
specialty footwear. A decided increase in sales has 
been the result. 


The Editor’s Outlook 
[CONTINUED FROM PAGE 22] 


criminal acts are part and parcel of the disintegration 
going on in the moral fibers of business. 

It is almost too much to ask that we return to the 
simple business honesty that we had a few years ago, 
when a man’s word, his bond and his contract were 
paid in full, come what may. The creditor, too, has 
become softened by the politics of business; but we 
here and now sound proper warning to clean house or 
suffer the consequences. 


Business at Tri-State Mart 
[CONTINUED FROM PAGE 37] 


types. Second in popularity to the bootmaker’s tans 
for everyday wear were the regular blacks. 

There was little emphasis on children’s shoes. Lines 
of house slippers exhibited went on a color spree with 
Vivid reds and bright blues dominant. Retailers pref- 
@fences ran to the conventional pump type slippers 
with shoe-height heels in wide range hues. 

In welcoming retailers to the Pittsburgh shoe mart, 
President Landish said: 

“The salesman of today must not only be a seller, 
but he must also be a merchandiser, advertising man, 
and a stock control expert. The job of selling does 
fot end when the dealer accepts his copy of an order. 
He must submit ideas to his customer to help him move 
the merchandise he just sold; that is why we say, con- 
fide in your salesman, tell him your problems, if any, 
aid I am sure that from these talks a better under- 


sanding will prevail.” 
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A smart styles 


all in step 


Sandals . . . Oxfords . . . Platform Soles— 
they all take to Mohawk Carpets like ducks 
to water! For these Mohawks are woven in 
colors and patterns smart enough to set off 
your smartest styles. Mohawk’s deep, soft, 
cushiony pile makes the shoes “feel” as good 
as they look! And Mohawks are woven to 
weather heavy shoe store traffic—to wear well 
and for a profitably long time. For your store, 
the Mohawk line offers a wide choice in 
colors, textures, grades and patterns. Write 


Mohawk first before recarpeting. 


MOHAWK CARPET MILLS, Ine. 
AMSTERDAM, NEW YORE 
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74K 


STAGE YOUR SMARTEST STYLES 

















Retailers’ and Travelers’ 
Outing July 30th 

Detroit, Micu.— The joint annual 
pienic of the Detroit Retail Shoe 
Dealers Association and the Michigan 
Shoe Travelers’ Club will be held on 
Sunday, July 30. It will be held at 
the Detroit Creamery Grove, near 
Mount Clemens, Mich., one of the most 
popular picnic parks in this area. 

A seven piece orchestra has been 
engaged, and the dance hall will house 
350 persons. Refreshments will be 
available. Prizes will be given for 
races, special contests, baseball games, 
and the like. Ponies will be available 
for the children to ride, and special 
free refreshments will be provided for 
all youngsters. 

Size of the event is indicated by the 
attendance of 2,000 last year, when it 
was held at the Cowan Farm. 

A particular objective of the picnic 
is the attendance of as many shoemen 
and their families as possible from 
every part of Michigan. 


Director of Display 
Association 


Dayton, On10 — Everett Quintrell, 
head display man at Elder & Johnston 
Company, a leading department store, 
who has won several prizes for his at- 
tractive window displays of shoes, has 
been elected a director and governor 
of the fourth district of the Interna- 
tional Association of Display Men dur- 
ing the convention held in New York 
recently. He appeared before the Day- 
ton Shoe Retailers Club as one of the 
monthly speakers last Fall, giving shoe 
men tips for attractive window dis- 


plays. 
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Albert J. Schmidt Heads 
Pittsburgh Retailers 


PITTSBURGH, 
Pa.—Albert J. 
Schmidt was elect- 
ed president of the 
Pittsburgh Shoe 
Retailers’ Associa- 
tion at the annual 
election held re- 
cently. Other offi- 
cers elected to 
serve for the com- 
ing year include 
Harry Ritter, vice- 
president; Bert 
Morrison, treasur- 
e, and J. D. 
Poske, secretary. 

Seven new memebrs were elected to 
the Board of Directors, as follows: 
Sam Levine, Harry Stoebener, Albert 
Ludebuehl, John Kehling, Ernest Lam- 
ple, Morris Browdy and William Kuhl. 


A. J. Schmidt 


N.E. Production Shows 
5-Month Gain 


Boston, Mass.——Figures compiled by 
the New England Shoe and Leather 
Association from reports of the United 
States Bureau of the Census show that 
the New England shoe states, Massa- 
chusetts, Maine and New Hampshire, 
produced 11,466,965 pairs in May of 
this year. This is a decrease of 7 per 
cent as compared with May, 1938. The 
entire industry showed a gain of 5 
per cent. Maine showed a decrease of 
11 per cent; Massachusetts, of 4 per 
cent, and New Hampshire, of 9.5 per 
cent. Massachusetts production of 
6,181,409 pairs, however, was the larg- 
est of any one state, followed by New 
York, with a production of 5,943,285 
pairs. 

The month of May, it will be remem- 
bered, was unusually quiet, first be- 
cause there was a short white season 
and, second, because it is normally an 
“in-between” period. Since the first of 
June, however, there has been a large 
increase in factory activity, tanners are 
busy shipping leather against back 
orders, salesmen are on the road with 
Fall samples and the month as a whole 
is expected to show production figures 
well in excess of those for May. 

In fact, the five-month period— 
January to May, inclusive—shows an 
increase over the same period of a year 
ago, of 4 per cent—total pairage pro- 
duction in the three New England 
states for that period having been 64,- 
162,599. 


Open in Temporary Quarters 

ATLANTA, Ga.—The new shoe firm of 
Thompson, Boland and Lee, Inc., 
opened in temporary quarters at 74 
Broad Street, N.W., on Monday morn- 
ing, July 2. 

Oscar Thompson, widely known shoe 
merchant of Atlanta, is president of 
the concern, and associated with him 


Are You Going to 
The New York World’s Fair? 


You'll want to see, in the Incubator Build 
ing, the display of Mrs. Day's Ideals fo: 
all stages of babyhood—from fabrics to 
flexible walking shoes—from 0 to 8. You'l 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office at 7! 
West 35th Street. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 


MRS. DAY'S 
FLEXIBLE Wa/king 





SHOES 
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in the business are Miss Nell Boland 
and Miss Martha Lee, both of whom 
have worked under Mr. Thompson in 
the shoe business for a period of 
twenty-eight years. 

The four-story temporary quarters 
of Thompson, Boland and Lee, on 
Broad Street, will be occupied through 
July and August, at the end of which 
time the firm’s permanent location, at 
201 Peachtree Street, will be ready for 
occupancy. 

In its permanent quarters, Thomp- 
son, Boland and Lee will have the 
largest retail shoe store in Atlanta and 
one of the largest stores of its kind in 
the Southeast. 


Kirsner Director of 
New Shoe Division 


Los ANGELES, CALIF.—Charles Kirs- 
ner is now managing director of the 
Shoe Industries Division of Olden Min- 
erals, Inc. This newly created division 
of the Olden Minerals business was 
necessary due to the rapid development 
of Ben-O-Tone, an activated mineral 
foot bath, and Ben-O-Tone foot oint- 
ment. Mr. Kirsner was selected ‘or 
the position because of his brilliant 
record as advertising manager «nd 
merchandising adviser of the [0s 
Angeles Downtown Business Men’s 
Association: In addition, he has had 
considerable experience in the mer- 
chandising and publicity fields. 
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Provides Training 
For Salespeople 


Owensporo, Ky.—A shoe man’s club 
of the Owensboro Chamber of Com- 
merce has been formed and is func- 
tioning on a very unusual program. 
Recognizing the shortage in available 
salespeople qualified for fitting and 
selling shoes, the club has initiated a 
training course designed to remedy the 
situation. After publication of a notice 
in the local papers that instruction of 
this kind would be available to all who 
wished to take it, 45 young men and 
women registered. The class will as- 
semble once a week for 14 weeks in 
the stores of those who make up the 
membership of the club, and the own- 
ers and managers of the stores will 
teach the class. 

Interest was keen in the first session, 
and as this is the first attempt that 
has been made locally to provide voca- 
tional education of this type, the ex- 
periment is being watched closely by 
various interests in the town, both 
educational and commercial: 

The club has other items on its pro- 
gram such as uniform opening and 
closing seasons on seasonable merchan- 
dise and other matters of mutual 
interest. George T. Dermody, manager 
of the shoe department of McdAtee, 
Lyddane and Ray, is president, and 
Cline B. Finnell, secretary of the 
Chamber of Commerce, is also secre- 
tary of the club. Earl Dawson, of the 
Dawson Shoe Store, is chairman of the 
training class committee. 


Sandal Shop Made First 
Floor Feature 


DALLAS, TEXAS — Titche Goettinger 
is getting the newest things in women’s 
summer sandals before its patrons’ 
eyes by means of a Sandal Shop 
placed immediately in front of the ar- 
ray of elevators on its first floor. 

The shop, built around one of the 
big pillars which support the second 
floor, is of composition material in 
modernistic style, and consists of three 
sides of a rectangle. 

The square supporting pillar occu- 
pies center of the arrangement and is 
employed as part of it. On each side 
of the pillar, square bamboo boxes, 
30 inches square, have been mounted 
at a height of six feet from the floor. 
These boxes have been made with open 
fronts, the bamboo rods forming a 
frame. The display opening thus pro- 
vided is two feet square. Within this 
space shelves have been provided, and 
illumination installed. Upon the shelves 
—there are three in each case—varied 
sandals are arranged. These displays 
are lighted from above and within. 

Upon each corner of these boxes, two 
small palm trees, the latter consisting 
of short lengths of bamboo with arti- 
ficial leaf material, have been placed. 

The remainder of the merchandise 
display is of counter arrangement. The 
front of the display runs parallel to 
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THE HEEL THAT PAYS DIVIDENDS ON ANY SHOE 


STA-TIT 


PATENTED 
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HEEL 


| You betcha! 


STA-TITE HEELS differ 
from other heels in more 

than one. No un- 
sightly nail holes to mar 
their appearance . . . 
washers half way through 
to lessen resiliency and 
wear... it's ALL live rub- 
ber right down to the wire 
mesh backing . . . patented, 
of course and exclusive 
with STA-TITE! No wonder 
shoes with STA-TITE HEELS 
sell better! 








PANTHER-PANCO CO. 


Chelsea — Mass. 


If you're interested in 
SALES .. . it will pay you 
to specify STA-TITE HEELS 


when ordering shoes. 








the elevator section and immediate to 
it. The department has been named 
the “Sandal Shop,” and is devoted ex- 
clusively to equipment of that class. 


Basement Department 
Remodeled 


CoLtumsBus, On10—Redecoration and 
remodeling of the basement shoe de- 
partment of Morehouse-Martens Co., 
Columbus department store, has just 
been completed. Remodeling at a cost 
of several thousand dollars, including 
the installation of new chairs of coral 
leather with chromium bases, and new 
sea-green carpeting. The department 
has been re-arranged to provide more 
space and better service. Budget price 
ladies’ shoes are carried in the base- 
ment. Entire store was just air-condi- 
tioned. 


New Scholl Shop 
Opened in Seattle 


SEATTLE, WasH.—The second Dr. 
Scholl’s Foot Comfort Store on the Pa- 
cific Coast opened here recently at 316 
Stewart Street. 

Equipped with private fitting booths 
and the latest X-ray apparatus, the 
firm is prepared to supply “shoes de-| 
signed to fit different types of feet,” as 
Manager J. Newman explained it. 

“We don’t want people to regard this 
as just another shoe store,” Mr. New- 


man said. “This is a foot comfort 
store, with everything for the feet, in- 
cluding a licensed chiropodist.” 

Pedigraph equipment has been in- 
stalled, and all records will be based 
on its findings. 

Dr. Charles Stuck is chiropodist. 

Mr. Newman worked in the Dr. 
Scholl’s department at the Bon Marche 
for seven years, fitting Dr. Scholl ap- 
pliances. 

“Our opening here was very satis- 
factory,” Mr. Newman said. “If we 
keep on as good as we started, we 
shall have a very good business here 
in a year.” 


Reed Shoe Co. Purchases 


Kramer Store 


SHarRon, Pa.—The Reed Shoe Com- 
pany, operating stores in Warren, Ohio, 
and Farrell, Pa., have recently pur- 
chased Kramer’s Shoe Store at 43 W. 
State Street, Sharon, Pa. 

M. Shank, who will be in charge of 
this new store has for some time wanted 
to operate a store in Sharon, which he 
believes could be very profitable under 
aggressive management. 

They have made extensive changes 
in their new store and are very proud 
of it. Complete new lines of shoes have 
been stocked to satisfy every member 
of the family. Business, since the re- 
opening has been very satisfactory, and 
promises to be one of their best stores. 
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Shoes Sold on the 
Market Idea 


YOUNGSTOWN, OHIO — Kirby’s Super 
Shoe Market, Youngstown, opened re- 
cently, carrying a full line of men’s, 
women’s and children’s shoes, and of- 
fering free gifts for children on 
opening day. “A new kind of shoe 
store for Youngstown. You’ve shopped 
in meat markets—you’ve shopped in 
provision markets, and you have al- 
ways saved money. Now, you have a 
shoe market—shoes for every member 
of the family at prices that defy com- 
petition.” So read the ad announcing 
the opening. 

Typical offerings included women’s 
summer shoes at 50 cents, $1 and $1.49; 
men’s sport and dress shoes at $1.99; 
men’s work shoes at $1.99; children’s 
oxfords for 99 cents; infants’ shoes at 
79 cents; boys’ tennis shoes at 38 cents, 
and women’s felt slippers at 19 cents. 


To Expand Shoe Department 


Gary, IND.—The $60,000 addition of 
the fourth floor to their building by 
H. Gordon & Sons Department Store 
will call for the extensive enlargement 
of their shoe department on the base- 
ment floor, where a larger stock of 
men’s, women’s and children’s shoes 
will be carried. The firm does not plan 
to add any new departments to their 
store, rather to enlarge their present 
departments, according to B. H. Gor- 
don, president. This expansion pro- 
gram will be completed by Septem- 
ber 15th. 





Learn Community Facts to 
Serve Summer Visitors 


BouLDER, CoLo.—Employees of local 
shoe stores and shoe departments were 
enthusiastic students of a “Know- 
Boulder-School,” sponsored by the Boul- 
der Chamber of Commerce, preparing 
for the Summer vacationer. 

Two evening sessions were held. On 
the first, ten local authorities gave five- 
to-ten minute lectures on such subjects 
as “Recreational Facilities of Boul- 
der,” “The Scenic Attractions-of the 
Region,” “The Industrial Side of Boul- 
der,” “University of Colorado Summer 
School,” “Summer School’s Recreational 
Program.” John T. Bartlett, president 
of the Boulder Chamber of Commerce, 
acted as “principal,” while the speak- 
ers were referred to as “professors.” 
The plan for the evening was a “short 
course” in community facts—the things 
which new salespeople and other retail 
workers should know, in order to serve 
Summer visitors. 

The second session of the school was 
devoted to an examination. Fifty sim- 
ple questions were put, and merchan- 
dise prizes awarded the winners. Col- 
ored motion picture film of the Boulder 
region were shown at this time. 

Purchases of footwear in Boulder by 
Summer visitors are very heavy each 
year, with around 5000 Summer school 
students, Chautauquans, tourists, and 
other guests in the city. In addition to 
the usual lines, stores do a heavy busi- 
ness in hiking items. 
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The Bass Quail Hunter is a favorite with 
sportsmen, ideal for all-around hunting 
purposes. It's popular with dealers, too, 
because it satisfies customers and moves 
fast enough to provide profits. Genuine 
moccasin construction, and features like 
the water-tight overlap seam and ex- 
treme flexibility and lightness, make it 
perfect for year ‘round hunting. Feature 
the Quail Hunter and check up on other 
items of the famous line of Bass Outdoor 
Footwear. G. H. Bass & Co., Dept. BS-2i, 
Wilton, Maine. 


BASS MOCCASINS 








Established Firm in New Home 
































in three shades, beige and silver is the color scheme used in the interior 


4 
of this modern store. eye < lighting makes possible a soft light, free 


STERLING, ILL. — Grebner’s Shoe 
Store, 10 West 3rd Street, here, have 
«ompletely remodeled their store and 
modernized the store front. The two 
upper stories are covered with Princess 
blue vitrolite glass with broad black 
trim, arranged for illumination at night 





by light shining through the trans 
parent bricks. A stairway at the right 
of the entrance is done in tower effect, 
making an effective border for the neo: 
street sign. 

By changing the door from the center 
to the west side of the store, more 
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TALKING WINDOWS START THE SAL 
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For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 





Aquamarine, yellow, 
on white. 
Any assortment 
of price tags: 
6 Doz. $1.10 
12 “ $2.00 
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ONCE 


per pair. 


women. 











color trim each month. 





Samples on request to show you 
how they effectively give you a new 
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Leott’s SOFT-STEPPER 
Extra comfort for those who stand and walk! 
Gentle support for heel, metatarsal arch and 
longitudinal arch! 
shoe. Takes up no toe room. No more jar. 


No more jolt. 
Relief for foot and leg ache and cramps. 


USED — ALWAYS USED 
PROFITABLE REPEAT BUSINESS 


This handmade appliance sells readily at $1.50 
Customers usually buy a pair for 
each pair of shoes. Low cost gives you a 
good profit. 


Makes any shoe a cushion 


Full run of sizes for men and 


Write Today for 
Illustrated 
Folder. 


SCOTT FOOT APPLIANCE COMPANY 


OMAHA, NEBR. 





space is given to the lobby, floored in 
ivory and blue tile. Curved glass and 
recessed niches add to the effectiveness 
of the windows. 

Three shades of apricot strike the 
color scheme of the interior, with trim- 
ming in silver. Woodwork is stained 
silver gray and new beige carpeting is 
used throughout the store. Silver and 
white metal light fixtures use semi-in- 
direct lighting. In addition, the store 
is air-conditioned for greater customer 
comfort. 

The store was established in 1898. 
Since that time it has earned and main- 
tained the reputation for an up-to-date 
establishment. Fred W. Grebner and 
Walter S. Grebner, sons of Henry Greb- 
ner, former owner who died in 1930, 
carry on the business. They are as- 
sisted by Joseph Scharfenberg and 
Harold Bachman. 


Presents Holiday Selling Plan 

Derroir, Micu.—There is no time 
like the hot weather to plan for Christ- 
mas, according to Nathan Hack, of 
-Hack’s Shoe Store. Mr. Hack pre- 
‘sented a plan for holiday selling to 
‘the Detroit Retail Shoe Association re- 
tently, and the reception accorded it 
Indicates that Detroit shoemen may 

ite on a Christmas shoe campaign. 

ans are being considered at the 

t time. 

_ Mr. Hack recalled that about a 
years ago, local shoemen united 


on a slogan, “Buy Her (or Him) Shoes 
for Christmas.” This idea went over 
so big that it was one of the biggest 
winter seasons shoemen experienced. 
But, it was allowed to die off, and only 
independent and rather scattered ef- 
fort toward selling shoes as Christmas 
gifts has gone on since, with the bulk 
of the gift trade, when it came into 
shoe departments at all, going to slip- 
pers or hosiery. 

The larger unit sale on shoes proper 
make the shoe gift trade very desir- 
able, at a season when trade is nor- 
mally considerably off, and can be 
stimulated ‘by collective advertising 
that will impress the idea of giving 
shoes upon the public mind. 


Dollar Volume Up in Georgia 


ATLANTA, GA.—Dollar sales for 382 
independent retail stores in Georgia 
amounted to $5,163,592 during May, 
showing a gain of 6 per cent over the 
previous month and of 15.4 per cent 
over the same month last year. In 
Atlanta, 69 stores reporting showed a 
total of $3,053,592, which was a gain 
of 10.6 per cent over April and 15.9 
per cent over May of last year. Shoe 
stores were among the leaders. 


Bycks’ in Temporary Location 

ATLANTA, GA. — Byck’s, Inc., has 
moved into its temporary quarters at 
72 Broad Street, N.W., where it will 


remain until possession can be taken 
of its permanent quarters in the Ma- 
sonic Building at the corner of Peach- 
tree and Cain Streets. The permanent 
quarters will be remodeled into one of 
the finest shoe stores in the South. 


Michael’s Acquire 
Another Store 


PITTSBURGH, PA.—Michael’s Shoe Co., 
Inc., added another store to their group 
recently when they bought out Winns 
Shoe Store at Homewood Avenue, 
Pittsburgh. Winns was established 
more than 40 years ago by the late 
John Winn, who was well known among 
the retail and manufacturing trade. 

M. P. Baklarz, president of Michael’s, 
considers himself fortunate in being 
able to buy this established store in a 
neighborhood in which he has long 
wished to operate. The amount of busi- 
ness so far seems to justify his belief 
that the purchase will turn out to be 
quite profitable. 


Bridges Named 
Dannenberg Manager 


Macon, Ga.—C. J. Bridges has been 
appointed manager of the new and en- 
larged shoe department at Dannen- 
berg’s. He has been connected with 
Dannenberg’s for the past seven years, 
and is well known to the shoe trade 
in middle Georgia. 
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Modern Hahn Store Replaces Landmark 


[CONTINUED FROM PAGE 33] 


building is that of an ancient stone 
facade against an Egyptian back- 
ground, and all of it transplanted to 
today on a busy street corner of one 
of the most modern cities of the United 
States. However, an ancient Egyptian, 
coming on the building all unawares, 
would be struck, not by the similarities 
to ancient architectural effects, but by 
the modern trends. 

Qutstanding in the modern trends 
are the show windows which occupy 
the entire outer wall space around the 
whole building. There are 11 of the 
windows radiating right and left from 
the center window, just under the clock. 
Theatrical lighting in varied colors 
has been arranged in this corner win- 
dow in which is found the theme of the 
merchandise being displayed in the 
other windows and featured in the ad- 
vertising and tied up with the displays 
within the building. For example, this 
week the vacation theme is used in the 
central window, with a slogan, “Styles 
for every member of the family,” tied 
up with the rest of the windows. Fish 
nets, bathing beach, and wooded effects 
lead to the other types of outdoor 
sports. Shoes suited for sport and play 
are displayed. 

The extensive Hahn firm was started 
by William Hahn as the founder, who 
opened his first store in Washington 
in 1876 at 1922 Pennsylvania Avenue, 
N. W., with a capital of $400. His repu- 
tation for standard shoes at proper 
prices expanded his business so that 
his brothers, Fred and Morris Hahn 
joined him in business, and they opened 
other stores on Pennsylvania Avenue, 
S. E., and on 7th Street, between H and 
I, N. W. In 1898 they acquired the 
corner where the new building now 
stands. 

Edwin Hahn, who is now president, 
is a son of William Hahn, the founder. 
His brother, Gilbert Hahn, is vice- 
president and treasurer. Harry W. 
Hahn, Jr., their nephew, son of a 
former president of the firm, is secre- 
tary, and his brother, Arthur Hahn, 
is connected with the business in an 
executive capacity. The heads of the 
firm are those unusual personages, 
“native” Washingtonians. Edwin Hahn 
is prominent in social and business 
circles. He is on the board of the Mer- 
chants and Manufacturers Association, 
the National Shoe Retailers Associa- 
tion, and is a member of the Council 
of Social Agencies. He received his 
education at the Massachusetts Insti- 
tute of Technology. He is a member of 
the Woodmont Club, where he golfs. 
Gilbert Hahn is a director of the Amer- 
ican Security and Trust Company. He 
holds membership in the Woodmont 
Club, and the Washington Town and 
Country Club. 

Although a wide variety of shoes are 
carried by the Hahn firm, the Flors- 








Unusual Pattern in Patent 





In a big patent leather season this is an 
outstanding pattern with nailhead trim 
on the platform soles and double cross 
straps over the instep, giving, in a street 
shoe, the effect of the Irene Castle ball- 
room ballet slipper with ribbon lacing, 
recently revived on the screen by Ginger 
Rogers in the role of Mrs. Castle. Mod- 
eled by Judith Barrett, playing in Para- 
mount’s “Disputed Passage” and worn 
with a woven patent leather bag and a 
black and white costume. 





Selby Arch Preserver, Selby Tru-Poise, 
Selby Styl-EEZ, Andrew Geller, Carl- 
ton and Dynamics, the latter two being 
Hahn’s own brands. For men in addi- 
tion to Florsheim, British Church, Tri- 
Wears, Tru-Mocs, and Hahn’s Special 
are featured; for children: Gro-Nups, 
Moccasin Treads, and Pla-Mate. 

Accessories include women’s and 
children’s stockings and men’s and 
boys’ socks; gloves, and handbags. 

The Hahn Progress Club, composed 
of the membership of the personnel 
from all the stores, in its official organ, 
The Chatterbox, creates a fine spirit 
among the employees and furthers vari- 
ous social activities. 





Opened His Store 
As Banks Closed 


[CONTINUED FROM PAGE 24] 


more at the age of twenty-four. 
Working alone, with only one extra 
salesman when he was needed, and 
with the help of the French, Shriner & 
Urner Company and the landlord who 
owned the building, Mr. Miller brought 
his business up out of the depths when 
every bit of merchandise he had was 
on consignment to its present standing 
where all his orders are discounted. 
Naturally, nearly every business has 
a definite policy or rule by which they 
abide and Mr. Miller is no exception. 


._His policy, one to which he firmly ad- 


heres, is to lose a sale rather than mis- 
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fit a customer. There are probably 
longer and harder ways of building up 
a business but shoe men know this is 
one of the best. However, results in 
the long run are what count and Mr. 
Miller’s business is showing a 40 per 
cent gain this year. 

Little extra services in fitting a cus- 
tomer, services which cost the store 
nothing but a little time, are what 
bring the customer back to the store 
again, believes Mr. Miller. Every pair 
of shoes sold are creased before they 
leave the shop so that they break just 
right across the ball. Also, a bootblack 
is a permament feature of the store 
and he sees to it that the customer’s 
old shoes are polished before they are 
wrapped up. Then, ten days after the 
sale, a pair of shoe laces of the right 
color are sent to the customer with a 
little card inquiring as to the fit of the 
shoes and whether the customer is 
satisfied. He is invited to return the 
shoes if everything is not satisfactory, 
but due to the rigid fitting policy of 
the store, these are few, if any. 

These little extra services create a 
good impression in the customer’s mind 
and he is sure to return to the store 
again. Besides that, Mr. Miller has 
found that a satisfied customer is one 
of the best advertising mediums as 
they tell their friends about their 
courteous treatment and this has been 
one of his main factors in increasing 
his business. 

Extra pair business has been very 
good in this store and since the open- 
ing, Mr. Miller has averaged six pairs 
of shoes to every five customers. When 
a customer comes in and does not ask 
for either a black or brown shoe, he is 
never asked what color he wants but is 
shown a pair of each. Many double- 
headers are the result. 

Hosiery and slipper business have 
also been money-makers. One pair of 
hose to every pair of shoes is the aver- 
age. The slipper business is maintained 
on a 12-month basis and with advan 
tageous displays in the windows and 
inside the store, make a good year- 
‘round showing. 

Mr. Miller believes in keeping his 
windows right up to the minute with 
shoes well-displayed and always clean 
New trims are installed once a week 
and these are cleaned and shifted 
around in the middle of the week. 

The following thought sums up 
pretty accurately the reason for Mr. 
Miller’s success in his business. He 
says, “I do not think we do anything 
more than the other fellow except give 
a man a little extra courteous service 
without too much of it.” 





Purchases Audubon Store 


AvupuBon, Iowa—Meyer L. Rubeck 
of Avoca, operator of shoe stores in 
Avoca and Walnut, has bought the Au- 
dubon shoe store, here, from Ned Lu- 
low, who has operated it for the past 
eight months. The store will be closed 
temporarily until a manager is secured. 
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Shoe Men Join in Fall Selling Campaign 





Detroit Shoe Retailers Plan United Effort for Increased Busi- 
ness—August 20 Set as Date for General Showing 


Detroit, Micu.—Nearly fifty Detroit 
shoe men, including both downtown 
owners and buyers, and neighborhood 
store owners, gathered at the home of 
Walter H. Magee, buyer of the women’s 
department of Crowley Milner and 
Company, recently, to make plans for 
the Fall season. Through the courtesy 
of Mrs. Magee, dinner was served to 
the men attending in the large recre- 
ation room. 

Objectives of the meeting were 
voiced by Michael H. Harris, of Crow- 
ley Milner and Company, who is sec- 
retary of the Detroit Retail Shoe 
Dealers Association, as follows: 

“We want to make the women of 
Detroit more shoe conscious. We can- 
not accomplish this objective without 
the cooperation of the newspapers of 
Detroit, and of the entire membership 
of the association, and that is why we 
have called this meeting, with repre- 
sentatives of the press attending. 

“We have decided to organize for 
one concerted drive for Fall business. 
If we could get all merchants to agree 
to show Fall shoes early enough, it 
should mean the sale of an extra pair. 
Something like that was possible with 
Spring shoes.” 

All Detroit newspapers have signi- 
fied their cooperation with the con- 
certed Fall showing idea, with some of 
the local fashion editors being present 
at the meeting. 

It was decided to set Sunday, August 
20, as the date for the general show- 
ing. Each paper agreed to give a full 
page of publicity to shoes on this date. 
The editors will go, in advance, to six 
stores each, and select two pairs of 
shoes to be featured, by illustrations 
and copy, on these special pages. It 
was emphasized that the papers would 
not indicate to their readers where the 
individual shoes came from, even on 


telephoned requests, in fairness to all 
shoemen cooperating in the venture. 

The cooperation of neighborhood 
shoe stores is being sought as well on 
this venture, and this particular policy 
will be especially favorable to the 
smaller store, which will thus have an 
equal sales opportunity with the large 
downtown stores. 

A style committee in charge of the 
Fall showing event has been appoint- 
ed, and consists of Leo Masters, B. 
Siegel Co., chairman; Adolph Goetz, 
Russek’s; William J. Brown, Himel- 
hoch’s; David Lieberwitz, David’s; Guy 
Dixon, J. L. Hudson Co., and Gerritt 
DeHaan, J. L. Hudson Co. 

A slogan to be used in the campaign 
is being sought, and shoe store em- 
ployees and all those in the business 
are being enlisted in a contest for the 
slogan, with a ten dollar prize award 
for the winner. 

Cooperating stores will use news- 
paper advertising at the time of the 
Fall opening, and plan their windows, 
with Fall backgrounds, to open at the 
same time. A series of spot announce- 
ments on local radio stations will prob- 
ably be used as well by the association 
jointly. The selected slogan will be 
built into all copy of this type used. 

A general notice to all local shoemen 
is being specially prepared, so that 
they can plan, one month ahead, for 
the August 20 date, and arrange their 
August advertising appropriation for 
advertising to agree with this cam- 
paign. 


Modern Factors Important 
to Shoe Selling 


DaLuas, Texas — Air-conditioning 
and special .lighting are the twin fac- 
tors Martin Swartz, manager of the 


[45] 


new Baker store here, is convinced 
have been responsible for the steady 
rise in sale of women’s shoes since the 
store was opened. 

“Women,” says Mr. Swartz, “are be- 
ginning to take air-conditioning for 
granted, and many will not trade in 
hot, stuffy stores. They even go so far 
as to feel that better fittings are ob- 
tainable in a cool atmosphere.” 

The lighting system employed by the 
store is one in which soft but brilliant 
light is poured down upon the fitting 
floor through fixtures provided with 
special focused bulb-like globes. This 
light serves to make most attractive 
the rugs and other floor equipment, as 
well as to brightly illuminate shoes 
being shown. 

The fixtures are further equipped 
with bevelled shades, saucerlike in 
shape, which reflect white light upon 
the ceiling, from whence it is diverted 
to wall shelves. 

This special lighting not only serves 
to illuminate the shelves, aiding sales- 
men in expeditious selection of shoes, 
but favorably impresses the customer 
with the vast multitude of styles and 
sizes ready in stock for examination, 
Mr. Swartz is convinced. 


Men and Boys’ Store to Move 


HARRISBURG, PaA.— The Father and 
Son Shoe Store, which for a number 
of years has been located at 1A North 
Third St., will be moved to 203A Mar- 
ket St., it has been announced by 
Edward Smith, manager. A term lease, 
effective immediately, has been taken 
and the firm intends to modernize the 
store to include the installation of a 
new front prior to moving to the new 
location. 


Second Unit in Dayton 


DayTon, On10 — The Schiff Shoe 
Company has signed a lease for the 
opening of its second unit in this city. 
A modern front is being installed and 
the building will be ready for occu- 
pancy by August 15. 











Streamer: Red border and “Sale” on white. 
Size: 24” long—S” wide. Price: 3 for 25c. 


FALL TICKETS READY 
Samples on request 
Merchants Service Dept. 


BOOT & SHOE RECORDER 
209 S. State St., Chicago 


SALE TICKETS and ARROW STREAMERS 








Any selection of 
prices wanted: 


6 Doz $1.50 
_— 2.75 


Size 114"x2%" 
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SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 





Sie SALESMAN semi fom heel 

Sbiccas, $6.00—$6 6.50 retai bree resi- 

dent Middle West man wih retail and depart- 

ment store following; commission basis only. 

Reply giving references: 12 West 21st Street, 
» 11th Floor. 





MASSACHUSETTS manufacturer of well 
known branded line men’s shoes wants 
salesman for — and surroundi: terri- 
tory qnegting i200 district. Good In-Stock 
department. etail gy range $5.00 to. 7.50. 
Do not answer unless you have established 
business in this territory. Address 332, care 
Boot and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





T Hs well known trademarked in-stock chil- 
dren’s line with good ce | has open 

in southern Illinois and lowa, either i - 
ently or as side-line. Simbac, 325 West Mon- 
roe, Chicago. 


L. proen gy a New England Slipper Manufac- 
turer popular price In-Stock line felt, fabric, 
leather, turn slippers. mission basis only, 
to be sold with non-conflicting line. A rea 
money maker. Territory open California, II- 
linois, Kansas, Nebraska, Minnesota, Iowa, 
Dakotas. Address 269, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 


WANTED — capable, experienced salesmen 
with high ambition to sell a voluminous 
grade of men’s and youths’ stitchdowns to re- 
tail trade in the of 6% Minnesota on a com- 
mission rate ae hed ass 
Tiinois, Arkansas, ee 
Virginia, Maryland, Florida. and Mi 

Act at once as ae is Pt gy Bo i 
those with confidence need ddress $33 
care Boot & Shoe  wwodb ay 239 West 39th 
Street, New York, Y. 


SA ay od experienced, with followi in 
New Jersey, he an and New York 
State to sell a complete line of children’s bein 3 
and Growing Girls’ McKay Sports. ——- 
commission. Address $335, care Boot & 

Fewer, 239 West 39th Street, New York, 














FOR LEASE 





La SHOE DEPARTMENT for lease 
usive ladies’ ready to wear store to 





derful opportunity for mediam and better priced 


ly preferred. Ad- 
dress $326, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


STABLISHED Shoe Eadies” Hendy to 
ES} tinsburg’s largest Ladies’ Ready to Wan 





nished. 
burg, West Virginia. 





N established apetiehty 
dF "shoe depart Sovarement, newly remot 
sronosition "Write Bor 800, Monro 


Write Box 800, Monroe, Meapy- 








A ] SALESMAN, nineteen years’ experience 
“! selling retail ‘shoe chains and department 
stores New York metropolitan area, wants fac- 
tory or uF cae 3 line. Travel Dodge Sedan. 


A-1 References. Address $337, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





POSITION WANTED 


GHOEMAN 15 years retail shoe experience 
seeks steady position as Manager, Super- 
visor, Salesman. Managed chain and private 
stores. Age 39 years. Willing to connect in 
any part of U. S. A. Address $336, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








HELP WANTED 


Aseatant MANAGER—New York City 
45 years of age——unusual oppor- 
tunity “— man experienced fitting corrective 
shoes. Reply by letter—Address $333, care 
Boot & Shoe Recorder, 239 West 39th Street, 

Ree York, N. Y. 








Foot Comfort Promotion 


Boosts Business 


Detroit, MicH.—The recent 23rd an- 
nual Dr. Scholl’s Nation-wide Foot 
Comfort Week, held for the purpose 
of making people more conscious of the 
necessity of proper care of the feet, 
resulted in a 30 per cent increase in 
business for the week, in the Scholl’s 
Foot Comfort Shop, Detroit, according 
to H. L. Bruner, manager. Extensive 
advertising was carried on for the week 
in The Detroit News and in the roto- 
gravure section of the Detroit Free 
Press. 


Plans to Enlarge Shoe 
Department 


SicourNgEY, Iowa— John Ballensky, 
owner of the B.F.L. shoe and variety 
store for the past seven years, has sold 
his entire stock of shoes to the Re- 
liable Dry Goods Co., of St. Louis, Mo. 
He plans to remodel the shoe depart- 
ment and to enlarge his variety store. 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
jobbers or ters. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., inc. 
New 

















SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. 
Telephone WORTH 2-5180-5181 


¥. 











WE BUY 
Eatire or Ww 
Also randed Shoes such 
Walk-Over, . Enna-Jettick, Vital- 


seven RUBIN 
“The House of Jobe” 
88 Reade St., Cor. Chu 
Phone Barclay 17-7887 New or City 


















PATENT ATTORNEY 





PATENT YOUR IDEs 








in 





mum ‘or all other classified advertisements 
When «a box number is desired twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
advance. 


CLASSIFIED ADVERTISING RATES 
swig eg pve igen BO rage err poured agate poole gy Feng 


Mini 
the rate is 7 cents per word. Minimum charge, $1.25. 
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Adds New Men’s Line 


Harrispurc, Pa.—A fine line of 
men’s shoes will be added in Smith 
Brothers Shoe Stores in York and 
Williamsport, it was announced here 
by Joseph Smith, co-owner. The men’s 
line, for the present at least, will not 
be added in the Harrisburg store. 

John McQuay Shoes will be featured 
in the men’s departments of the stores, 
which will be separate from the 
women’s departments. The addition, 
which will require changes in the store, 
will be completed in time for the Fall 
season. 


F. D. Cook Named 
Assistant Manager 


MempHis, TENN.— Frank D. Cook, 
with 29 years’ experience in the shoe 
business in Memphis, has been made 
assistant manager in charge of wom- 
en’s shoes at the Walk-Over Shoe 
Store, 45 South Main Street. He had 
been traveling for the past year. 


Plans for New Store 


CHATTANOOGA, TENN. — Architects’ 
plans are completed and work will 
begin soon on remodeling the south 
half of the former F. W. Woolworth 
building on Market Street for a local 
unit of Boyd’s, one of the South’s lead- 
ing shoe chains. A new front and com- 
plete new interior fixtures are esti- 
mated to cost $25,000. 


_—_——— 


‘Selby Pays Employee Bonus 
PorTsMoUTH, OnI0 — A total of 
$35,000 in bonus money went into pay 
“envelopes of Selby Shoe Co. employees 
on July 1. This was in compliance with 
an agreement signed a year ago to pay 
q a bonus if earnings are adequate. 


Obituaries 


Henry A. Bouve 


WAKEFIELD, Mass.—Henry A. Bouve, 
well known in Manchester, N. H., 
through his connection with-the shoe 
trade, died recently at his home here. 
Mr. Bouve had been associated with 
the Austin Ruddock Shoe Company of 
Haverhill and Manchester previous to 
his retirement a few years ago. 

He was associated for more than 20 
years with the V. K. & A. H. Jones 
Shoe Company of Lynn, Mass., and 
later the Austin Ruddock Shoe Com- 
pany of Haverhill and Manchester. He 
retired from active traveling, having 
covered thousands of miles about the 
country during his long career, which 
made him one of the best known shoe 
salesmen in the trade. 

In fraternal and social life Mr. 
Bouve was a member of Golden Rule 
Lodge A. F. and A. M. and of Reading 
Royal Arch Chapter of Reading and 
was long identified with the Bear Hill 
Golf Club, serving as its president in 
1915-16. He was a member of the 
Boston City club for a number of years 
and was a corporator of the Wakefield 
Savings Bank for nearly 20 years. 


William Henry Michael 


MARKLE, IND.—William Henry Mi- 
chael, 86, a retail shoe merchant here 
for 66 years prior to his retirement 
two years ago, died at his home here, 
recently. Surviving are five children 
and a sister. Funeral services were 
held at the Methodist Church in Mar- 
kle, with burial in the Markle Ceme- 
tery. 
Mr. Michael was well known in shoe 
circles in the middle west. He was 
born in Maryland and moved to Markle 
in 1871, when he started in the shoe 
business for himself. 


Edward F. Dwyer 


HAVERHILL, Mass.—Edward F. Dwy- 
er, 46, died at the Hale Hospital, 
July 4, after a brief illness. A native 
of Haverhill, Mr. Dwyer entered busi- 
ness as a salesman for the Fred W. 
Mears Wood Heel Company, later 
serving as president of the Victory 
Wood Heel Company. For the past year 
he was affiliated with the Fitz-On Sales 
Corporation of Boston. 

Surviving him are his widow, his 
father, two brothers and two sisters. 





To Open New Men’s Shop 


Jersey City, N. J.—Character Shoes 
Corp., operating several men’s shoe 
shops, will open a new unit at 22 
Journal Square, here, as soon as altera- 
tions are completed. 
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MERCHANTS’ NEEDS 








NOW AVAILABLE TO 
RETAILERS IN MANY CITIES 


“Preuchite”* 


SMART SHORT VAMPS 


TO RETAIL AT 
$4.90 AND $6.90 
FRENCHIES, INC. 


69 CHAUNCEY ST. 
BOSTON, MASS. 














| be 
FOOT 
MEASURE 


6 786 
fecttuneo make this a. most per- 
fect fitting device ever 


made. it adds dignity and up-to-dateness to 
any shoe store. Send for FREE FOLDER. 


CHARLES HENRY BROWN £ SON wi 


MARBRIDGCE BLD 47 WEST 34m ST NEW YORK CiTy 





No Mis-Mates with Mate Marks 
2450 2450 2450 


sng, 


g is a. ¥ 
Gus V. Wells—686 d8t>—Des Moines, le. 
Send Free Somples and Prices 
TO  cccccccccccccsccccccccceccceceess @oeee 


AND CARTON 








Highlights of New Tax Bill 
[CONTINUED FROM PAGE 34] 


companies, the $2,000 limitation appli- 
cable to capital losses of corporations 
under existing law has been repealed 
and instead capital losses on assets held 
for more than 18 months, to be applied 
in full against ordinary net incomes for 
the taxable year in which the loss was 
realized, will be allowed. 


Murals Add Life to 
Store Decoration 


HARRISBURG, PAa.—Hermann’s Men’s 
Shoe Store has been decorated with 
murals that lend an atmosphere of 
sporting events tying right in with the 
Summer season. Three large colorful 
murals depict swimming, horseback 
riding and hiking scenes. 

















